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The Original Station Rep 








Fran Allison is seen live daily, Monday through 
Friday, on WGN-TV in a program of music, 
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. station! 


WGN-TV originates more live local television pro- 
gramming than all other Chicago stations combined. 
Live programs are audience-building programs. 
They interest more viewers, insure viewer loyalty, 
and create the quality audiences that pay off at 
the cash register for you as a WGN-TV advertiser. 


Live programming is just one of the many rea- 
sons why our “Serving all Chicagoland” programs 
bring the best in TV to Chicago audiences. 


liveliest 













Typical live telecasts on WGN-TV include: 
Midnight Ticker—comparable to any network va- 
riety show. Fridays—11:45 P.M. to 1:15 A.M. 
Paul Fogarty—Chicago’s only exercise program. 
Daily—8:30 to 9:00 A.M. 

Garfield Goose—Chicago’s favorite puppet show. 
Daily—5:00 to 5:45 P.M. 

Polka Party—Orchestra, dancing, studio audience. 
Saturdays—7:00 to 7:30 P.M. 

Plus many special telecasts, newscasts and on-the- 
spot events. 


W  N- T' V CHANNEL 9 


441 North Michigan 


Avenue * Chicago 11, Illinois 













JUNE 29, 1959 





Television Age 


23 AUDIENCE BUILDING Ly) | 
Tv gets the lion’s share of $35 million that stations S atl () S 


spend annually for local promotion I MT 
|| ih 


28 COLOR AUDIENCE on the TmOVe 













HH 
I 


Five-city NBC research on tint programs bears out Hy) 


Crosley findings of doubled tune-in sks 1n) m 4 


A VIDEO FABLE on 
Or, if the viewers pay for tv, it’s pay tv, but if “ 


the sponsors pay, that’s different 


















| 


Houston)jis the fa t grow- 












32 1/48TH OF A SECOND : , Hi ae 
ee ing metrppolitan| age 
Every last frame of film is precious in a carefully 8 mt Wil 4 — 
. ee | : 4 . { h ° 
planned commercial for television million mover inf United 
| 


‘an 


States today. By 1D GH 
ing to forecast, How 







aAccord- 
LUCKY BLACK CAT 
Felix spearheads Trans-Lux Television’s success 
in the field of tv film syndication 
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Complete directory of firms producing commercials 
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WLBZ-TV 
= 2 


gq PREP 


Bangor 
Maine 





Two will let you 
into more homes 


in Northern Maine 


The 425,000 viewers in the 
“Bangor market” may not have 
their sets locked to Two, but the 
“first place” channel can deliver 
more of these homes to you more 
often. 

And Bangor has become a 
“must” buy in Maine. Commer- 
cial and residential building, gov- 
ernment spending and record-high 
bank clearings all prove “Bangor” 
is Northern New England’s fastest 
growing market. 

Your Weed TV man has the full 
story. 

Remember, a matching spot 
schedule on Channel 6 in Portland 
saves you an extra 5%. 


A MAINE BROADCASTING 
SYSTEM STATION 


WLBZ-TV—(2), Bangor 
WCSH-TV—(6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


Community Antenna Threat 


Two weeks ago a group of promoters with substantial financial 
backing held a meeting in New York. They discussed a large-scale 
entry into the community antenna television field. 

One of the proposals explored during the meeting, was the possi- 
bility of entering New York City with a CATV system. The system 
would bring in signals from New Haven, Hartford and Philadel- 
phia. This would enable the New York subscriber to view many 
blacked-out sports events such as the NBC and CBS Games of the 
Week, the NCAA football games and some of the professional! foot- 
ball games. The proposal was made to augment these programs with 
other events and films. 

It seems pretty clear what the CATV groups have in mind. They 
have built a powerful network which practically overnight can be 
interconnected. The ironic twist of the entire CATV development 
is that it has been feeding off free television. It has gained strength 
so that should the “piggy-back” arrangement be terminated, it 
would probably be able to program these systems on a closed- 
circuit interconnected basis. 

To those who maintain that the CATV system is free enterprise, 
this is absolutely true. It is literally the freest of all enterprises— 
free programming, free music, free sporting events, free perform- 
ance rights—free, of course, to everyone but the subscriber. The 
telecaster battling the CATV system is asking for nothing more 
than equal competitive status. Is it fair competition when a CATV 
operator can bring multiple signals into a community, whereas 
the broadcaster is restricted to one? This is duopoly of the worst 
order. Is it fair competition for a telecaster to be restricted to five 
vhf stations, whereas a CATV operator can own as many “outlets” 
as he can finance? 


Common Carrier? 


The CATV operators contend that they are merely acting in the 
function of distributing signals that otherwise cannot be received. 
If this is true, then the CATV systems belong under the common- 
carrier regulations of the Communications Act. It is time for every 
entity in the business, whether it be major-market stations, single- 
station markets, networks, the film companies, to present a united 
front in the battle against CATV. It is much later than many persons 
think. CATV has cracked open the back door to pay television. 

Subscribers are paying for the privilege of viewing “free” tele- 
vision. In some areas the situation is critical. The local station 
operator has the alternative of either starting a CATV system or 
is faced with extinction of a broadcast property if a CATV system 
with outside interests comes into his market. If he installs a CATV 
system it means another important step forward in the establish- 
ment of a nationwide system of pay television. The problem could 
be solved if the FCC would face up to the realistics of the situation. 
The commission has pussy-footed on this issue much too long. It 
is another example of the commission’s philosophy, “When in 
doubt—don’t punt, lateral pass!” The lateral pass in this instance 
is to the Congress, which at this point, appears to be the primary 
source of relief to the beleaguered telecaster. 


Cordially, Ay fake 
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WITL-TV 


THE NEW ADDRESS FOR CBS 
IN MILWAUKEE 


Milwaukee Detroit Cleveland 
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ITI-TV WJBK-TV WJIW-TV WSPD-TV WAGA-TV 


Atlanta 
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Another thriller-diller from WJRT— 


“All fours, Ponsonby?’’ 


“Stop hounding me, Chief. 
I’m making like WJ RT — the 
single-station way to pounce 
on Flint, Lansing, Saginaw 
and Bay City.” 


Time-buyers’ best friend: WJRT, the easiest way 
known to round up Flint, Lansing, Saginaw and Bay City. 
And the most efficient way, for this single-station buy 
reaches all four mid-Michigan metropolitan areas with a 
grade ‘‘A”’ or better signal. No more hit and miss propositions! 
WJRT puts you on location with penetration from within. 
If your market includes Flint, Lansing, Saginaw and Bay 
City, WJRT’s single-station approach is your corner. Try it 
on for size. See how success becomes you in mid-Michigan. 


CHANNEL ff 


a 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York « Chicago « Detroit « Boston « San Francisco « Atlanta 
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Business barometer 


The local tv billings gain in April over those in March was the biggest for the 
month since 1954, while the decline in network billings for the same period 
was average. LOCAL BUSINESS 


Apr. May June July Aug. Sept. Oct. Nov. Dex Jan. Feb. Mar Apr 





The TV AGE Business Barometer 
index shows that local 
business was up 2.6 
per cent in April over 
that in March. Net- 
work totals were off 
3.8 per cent for the 
same period. 











The April local billings were 
15.7 per cent ahead 
of those for April 
1958, the survey indi- 
cates. Network busi- 
ness for April was 6.2 
per cent ahead of 
1958. 











Local business in April. showed A ttianttnd aan aan 
a gain of 7.5 per cent B April 1959 up 15.7 per cent over April 1958 
over that in March in 1954, the first year that TV AGE conducted the Busi- 
ness Barometer surveys. In every year since that it has been less. In 
1955 there was a gain of 1.7 per cent, in 1956 0.9, 1957 0.8, 1958 1.9 and 


this year, as noted, NETWORK BUSINESS 
a Apr. May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr 





Network records for the period 
have been both better 
and worse. In 1954 
network billings in 
April were off 2.4 per 
cent over those in 
March. In 1955 the 
loss was 2.7 per cent, 
1956 off 4 per cent, 
in 1957 the loss was 
again 4 per cent, 

1958 down 3.2 per cent 
and this year 3.8 
per cent. 








Television Bureau of Advertis- 
ing reports based on 
LNA-BAR figures show 
total network business 
for the period from A April off 3.8 per cent under March 
January through April B_ April 1959 up 6.2 per cent over April 1958 
1959 up 9 per cent above the same period in 1958. Total sales for the 
period, $208,521,038. 


A report of May spot billings will be carried in the July 13th issue of TELEVISION 
AGE. 

















> * a — eas Be 
NRE ETE Eee 


ae ee gS "ke » ‘ ‘ 

“ ; : ‘ 3 Qty : iM : vs ve $2) SS A pos 

' ~ > . i <2 FP ones we 7 of" s ~ . 
. . i ‘ ant? & z “sn % 
: ' : ~* “age > . hy cae ‘ 

ek aaa th ees Corea oe 
‘ -* % . ry ‘ 4 < 
a a Ww Fe 2 . 
Pc . wy 
fs 


...and don’t try to sell Toledo 
with outside-market stations 


You'll never make it to the green. Why handicap 
your sales score by trying to reach Toledo with 
outside-market stations. Get to the green fast 
with WSPD-TV’s dominance in Toledo. The best WSPD “TU 
in ABC and NBC shows plus quality local pro- 


gramming guarantees you the most for your CHANNEL 13 * TOLEDO 
advertising dollar. Play it smart. Shoot for par! 


“Famous on the local scene’ 


Represented by the Katz Agency 
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WITl-TV 
Milwaukee 











Tobacco Firms Consider Daytime 

The emphasis put on mild filter cigarettes by the major 
tobacco firms is gearing a new drive by the networks 
toward landing some cigarette advertising in daytime pro- 
gramming. As an NBC-TV executive put it, “We have 
constantly pitched to the makers that women buy cartons 
for the family along with their groceries. These women 
can be reached with daytime advertising. So far, we've 
had little luck convincing the advertisers, but if all three 
networks go after them, one should make a breakthrough 
that will help us all.” 


Commercials For Commercial Show 

KTTv Los Angeles, which is going to present a half- 
hour program of commercials sans entertainment starting 
July 11, has already received material from over 20 ad- 
vertising agencies. The commercial program will be run 
gratis in the 6:30-7 p.m. Saturday time slot for 13 weeks 
to prove station president Richard Moore’s thesis that the 
public will watch commercials if they are good. The spots 
will be of domestic and foreign origin, with a proposal 
pending to award prizes to the best of the crop as selected 
by tv critics. 
Saran Buys Spot, Too 

“Picnic Out with Saran Wrap” is the summertime 
theme used by Dow Chemical Co. in its usual warm- 
weather video push. Network is being used as a primary 
medium, but spot schedules are going in selected markets 
for extra effort and where clearances are not obtained. 
Minute films run 13 weeks. Buying head Charles Camp- 
bell is the contact at MacManus, John & Adams, Inc., 
Bloomfield Hills, Mich. 


Tv Billing Gains Build New High for Top 100 
Without the big increases in television billings, the 
top 100 advertisers of 1958 would have spent less than 
the top 100 advertisers of 1957, according to Television 
Bureau of Advertising comparisons just released. Taking 
into consideration the six principal media measured both 
years (radio is omitted because figures were not included 
in 1957), the increase for these top advertisers was $37 
million. If tv had been omitted, there would have been 
a decrease of $52 million for the other five media. Tv’s 
gain of nearly $90 million in 1958 was enough to wipe 
out the other-media decline and put the total at a new high. 


More On Tape Versus Film 

The Film Producers Association of New York and 
Eastman Kodak Co. wiil join in a promotional effort 
which is designed to tell television clients about the vir- 
tues of film. Eastman Kodak has asked the FPA to supply 
it with success stories. In turn, the supplier plans to pro- 
mote and circulate these stories among advertisers who 
have not used film to any great extent. There was no 
direct reference to tape in discussing the proposal, but it 


WHAT’S AHEAD BEHIND THE SCENES Te le = Scop - 







appears as though the new electronic recording process 
is largely responsible for the promotion. 


Peanut Butter Test 

Popeye Peanut Butter, a product of Sussex Foods, Inc., 
that just moved into Hicks & Greist, Inc., New York, has 
placed its first major spot effort on wFiL-tv Philadelphia. 
Three kid programs, naturally including Popeye, are run- 
ning minutes for 13 weeks. Account executive and time- 
buyer Vince Daraio reports further expansion may take 
place after results are checked in September. 


TVT Gets Rolling 

Termini Video Tape Service, which has invested an 
estimated $240,000 in a television studio on wheels and a 
second mobile unit containing tape equipment, should 
gross at least that much by the end of the year, according 
to Anthony Termini, president. The film will be known 
as a service company only, working for agencies and pro- 
ducers on commercials and programs, both on location 
and in studios. The mobile units were purchased from 
Radio Corp. of America. The recording equipment was 
supplied by Ampex Corp. 


NAFI Interested in Tape Field 

National Automotive Fibres, Inc. (NAFI), is making a 
move to become a major tv-radio station chain owner and 
program producer. The company has named Kenyon 
Brown, president of Kcop Los Angeles, as president of 
its broadcast division. (Bing Crosby, one of the owners 
of Kcop, is also a key NAFI stockholder.) NAFI earlier 
this month purchased KPTv Portland for $3,750,000, giv- 
ing it, together with its indirect KcopP affiliation, outlets 
in two key markets. NAFI will headquarter in Los An- 
geles, and is reportedly keenly interested in entering the 
tape-production programming field. James J. Rue, former 
director of advertising and promotion at KTLA Los An- 
geles, is joining the organization as executive assistant to 
Mr. Brown. 
Telemeter Promises Action 

Almost precisely one year ago Tele-Scope reported that 
Barney Balaban, president of Paramount Pictures Corp., 
told the annual stockholders’ meeting that “International 
Telemeter Corp. (in which Paramount has a 90-per-cent 
interest) is completing arrangements to get pay tv off 
the ground by the end of the calendar year (1958).” 
Mr. Balaban predicted that Telemeter would be in opera- 
tion in two American cities and one city in Canada. On 
the 16th of this month, Louis A. Novins, president of 
ITC, announced that “Telemeter is ready to move . . . 
and will begin operations before the end of the year 
(1959).” The planned debut will be over wires, although 
the way has been cleared for on-the-air fee-tv tests. Ini- 
tially, Telemeter believes wired broadcasts will be less 
expensive and more efficient. 
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*Nielsen Television 
Index, 2nd May Report 


**NTI, October 1958— 
May 1959; Average 
audience basis; 
nighttime, 6-11 pm, 
Sunday-Saturday; 
daytime, 7 am-6 pm, 

Monday-Friday 
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GRAND TOTAL... “< 


Today, for the 94th consecutive 
rating period since July 1955, 

THE CBS TELEVISION NETWORK 
is attracting the biggest average 


nighttime audiences in television.* 


Since the latest television season 
began last October, the Network has 
provided its advertisers not only 

with the greatest average nighttime 
audiences but with the largest average 
daytime audiences as well. It has 

also averaged as many of the Top IO 
programs and as many of the Top 40 


as the other two networks combined.** 


This record provides the simplest 
explanation of why the CBS Television 
Network is today for the seventh 





consecutive year the world’s largest 






single advertising medium. 





















































William Campbell as 
Jerry Austin 


\N 


yONBI 


TV’S NEW 


HARD-DRIVING 
SALES VEHICLE 


BEER: 

Genesee! Schmidt! 
FOOD CHAINS: 

A & P! Winn-Dixie! 
GASOLINE: 


General Petroleum! 
Ashland Oil & Refining! 


OTHERS: 


Johnson’s Wax! 
Firestone Tires, Etc.! 





INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. + New York 22 
Telephone * PLaza 5-2100 
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Thorough 


. Of all the publicity we received 
on our analysis, I thought your article 
(“Who's the Sponsor?”, Tv AGE, May 


| 4, 1959) was the most thorough and 


I have been much im- 
pressed with TELEVISION AGE for the 


most complete. 


past few years... 
NorMAN B. NORMAN 
President 
Norman, Craig & Kummel 
New York City 


Chez Rozell 
“The Distaff Side” . list of 


women’s directors and programs 
credited Georgia with two such shows, 
neither of them being what we con- 
sider the outstanding such program 
in the south, our own At Home With 
Rozell. The show on WRBL-TV has 
been in existence since 1954. It is a 
including 
person- 
One year ago Rozell 


McCall’s Gold Mike 
Award. This past spring she received 


half-hour women’s show, 
interviews, 


cooking, styles, 
ality visits, etc. 


received the 


a certificate of merit from the Grocery 
Manufacturers of America. Tv Mir- 
ror devoted a full article to Rozell and 
her program during 1958. “The 
Woman’s Corner” in the SESAC 
Bulletin did the same. 
awards have been bestowed upon 


Many other 


her in this section of the country... . 
Rip.Ley BELL 

Station Manager 

WRBL-TV Columbus, Ga. 


Women’s Program on KOB-TV 
In the May 18th issue of your mag- 
azine there appears the article “The 
Distaff Side,” 
ers’ shows in various markets . . . 
the Marge White Show is not shown 
in your listing... 
of our Marge White Show 
Fri., 3-3:45 p.m.), 


its sixth year. 


telling of homemak- 


we are very proud 
(Mon.- 


which is now in 


Marge White is active in civic 


and professional affairs and has re- 


cently completed a term as state presi- 
dent of the New Mexico Press Women 

. . The program is sold solid for 
wit ahead, with nearly as many 


national accounts as local. . . . 
L. THOMAS CHRISTISON 
KOB-TY 
Albuquerque 


WHEC-TV Representative 
In the June Ist issue of TELEVISION 
AGE the Bolling Co. is shown as repre- 
senting both WHEC-TV and WVET-Ty, 
Will you please correct this in your 
next issue to show Everett-McKinney, 
Inc., as representatives for WHEC- 

San 

JANE CALLAHAN 
Everett-McKinney 
New York City 





Network Changes 


Recent rate increases and other 
changes in status of network af- 
filiates include: 

ABC-TV 
hourly rate of KBTV Denver from 
$850 to $900; KNac-TV Fort 
Smith from $150 to $175; KorTa- 
TV Rapid City authorized to mi- 


increase in_ basic 


crowave programs off the air 
from KBTV Denver; KHAS-TV 
Hastings, Neb., added to ABC-TV 
network with rate of $250; 
wcny-Tv Carthage from $225 to 
$250; 


WEAR-TV Pensacola from 


$250 to $400; wspr Augusta 
from $400 to $475; WJHL-TV 


Johnson City from $350 to $375; 
wJTV Jackson from $450 to $500, 
and WLBT Jackson from $400 to 
$450. 

CBS-TV 
hourly rate of KELO-TV Sioux 
Falls from $500 to $600; KFBC- 
Tv Cheyenne from $150 to $175; 
KREX-TV Grand Junction from 
$100 to $120; Kx ir-Tv Butte 
from $150 to $200; wstv Jack- 
son from $450 to $500, and wMT- 
Tv Cedar Rapids from $700 to 
$750. 

KTLE Pocatello will be an 
NBC-TV 
programs from KTVT Salt Lake 
City and will belong to the PEP 


station group; rate is $150. 


increase in basic 


affiliate microwaving 
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The Ones That SERVE 
Are The Ones That SELL 
In DES MOINES... KIRIN] I 








Corves BEST... Sele BEST 
In DES MOINES.... 


















RADIO and TV 


In this area, most people have learned through 
years of experience that KRNT and KRNT-TV 
stand above all others in service to the public, 
day in and day out. Most people turn to these 
stations for help and information. During lowa’s 
blizzard of March 5 and 6, worst in the past 
decade, more Des Moines people chosen at ran- 
dom in an impartial survey of 500 telephone 
calls made March 6 said they listened for the 
greatest part of the time to KRNT TOTAL RADIO 
for storm news and information than all other 
stations combined! 


Another outstanding example of public service 
occurred when KRNT-TV, in cooperation with 
the local Medical Society, planned and televised 
coverage of a “miracle” heart operation. Tele- 
vision made it possible for all Central lowa doc- 
tors to benefit from viewing a new “mechanical 
heart” in actual operation. 


Still another public service “tie-in” was with 
Goodwill Industries of Des Moines. A completely 
isolated appeal for neckties for re-sale by Good- 
will Industries resulted in a landslide of ties to 
KRNT-TV’s dominant emcee personality. 


No wonder most people listen to, believe in and 
depend upon KRNT and KRNT-TV . . . selling 
lowa because they’re serving lowa. In 1958, 
KRNT-TV presented 5,620 public service an- 
nouncements; KRNT RADIO presented 5,628. 


KIRIN) I 


RADIO and TV 


Represented by The KATZ AGENCY 
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ANNOUNCING THE NEW 


VIDEOTAPE* TELEVISION RECORDER 
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MPEX VR-1000B 


This new model of the widely accepted Ampex 
Videotape* Television Recorder is now being deliv- 
ered to networks and stations everywhere. With 
many new features and a number of refinements, it 
brings even greater efficiency and convenience to sta- 


tion operation. For all of its new features, however, 
the “B” retains full compatibility with the over 360 
Ampex VR-1000’s already in operation, and so be- 
comes a new and important part of the world-wide 
system of Ampex Videotape Television Recorders. 


AND A MESSAGE OF IMPORTANCE TO THE TV INDUSTRY 


MR. CHARLES GINSBURG MR. NEAL K. MCNAUGHTEN 


We at Ampex are asked many questions by station man- 
agement about both tape recording and our equipment 
— questions directly related to the success of a television 
recorder installation. Of these, eight have stood out as 
particularly important, and they are answered here for 
you by Neal McNaughten, Manager of the Professional 
Products Division, and Charles Ginsburg, inventor of 
the Videotape Television Recorder . . . 


HOW WIDESPREAD ARE AMPEX VR-1000 INSTALLATIONS? 


“The first pectpes of the VR-1000 were delivered to the three 
networks, ABC, CBS and NBC in the spring of 1956. Since that 
time more than 360 production models have gone into service 
throughout the world — with over 250 of these in the U.S.” 


WHY ARE YOU INTRODUCING A NEW “B” MODEL? 

“During the year-and-a-half that we have been producing the 
VR-1000 on a production line basis, a number of developments 
have occurred and new features have been introduced. Most of 
these have been offered in the form of kits from time to time 
to VR-1000 owners. Finally there were enough of these innova- 
tions to justify the introduction of the ‘B’ model.” 


WHAT ARE THE FEATURES OF THE NEW VR-1000B? 

“Very briefly — guaranteed signal-to-noise ratio of 36 db for 
even finer picture quality. RF/RF inter-connection for finest 
quality tape duplicates. Faster tape start (2 sec.) for quick 
cueing. Automatic brake release for easier tape handling. Ad- 
justable tape playback speed control for lip synchronizing two 
or more recorders. Simplified set-up procedures. Improved ac- 
cessibility. ye gore accurate monitoring. And operation aids 
that include full width erase, cue channel with tone generator 
and tape timer. Even stereo sound tracks may be added.” 


DO | HAVE TO WORRY ABOUT OBSOLESCENCE? 

“No — not if you buy an Ampex! While there have been refine- 
ments in the equipment there has been no change in the basic 
operation of the Ampex Recorder itself — nor is any anticipat- 
ed in the future. The present Ampex recording system has 
been accepted as the standard throughout the industry — by 
independent stations, networks, and production companies 
alike. We expect to see all VR-1000’s and VR-1000B’s in opera- 
tion for many years to come.” 


IS THE VR-1000B COMPATIBLE 


AND INTERCHANGEABLE WITH THE VR-10007 


“Yes — the ‘B’ is fully compatible with the VR-1000’s now in 
operation. Tapes will be completely interchangeable. 


“Interchangeability of television tapes, as with audio tapes, is 


achieved when all recorder units are set up to the same 
standard. Since some of the factors in the ‘standard’ are 
chosen arbitrarily, the practical day-to-day reference is a 
standard alignment tape. With adherence to this standard, full 
interchangeability is assured between Ampex recorders. 
“This is evidenced daily in commercial operation. Right now, 
10 different companies are syndicating over 20 taped programs 
on a national basis — and we have a report that one, ‘Divorce 
Court,’ is now in 23 markets ‘on tape’.” 


CAN THE VR-1000B BE EQUIPPED TO RECORD COLOR? 
“Yes. Both the VR-1000B and the VR-1000 television recorders 
are engineered to record color by the addition of a single rack 
of electronics to the basic unit. The VR-1000B can be ordered 
from the factory ready to record color —or the color addition 
can be made at any time after installation. Right now (June 
1959) NBC is operating 16 VR-1000’s with full Ampex color — 
12 factory oapnee and 4 with Ampex color added after instal- 
lation. And CBS is operating 4 VR-1000’s to which Ampex color 
has been added.” 


SHOULD | WAIT FOR FURTHER IMPROVEMENTS? 

“No — no more than one should wait for possible refinements 
in next year’s camera chain or transmitter. Certainly future 
refinements will come — but the important thing is that Ampex 
television recording is now a completely proved and accepted 
television technique. 

“Evidence of this is the number of Ampex recorders in regular 
use throughout the country. 90 within the networks; NBC, CBS 
and ABC — each with approximately 30 recorders. Over 100 in 
independent stations. And over 20 in production companies. 
These users, representing every phase of the industry, DICTATE 
that there will be no change to basic Ampex techniques. 
“And, most important — these recorders are making money — 
which after all is the real determining factor of when to buy. 
In present installations many Recorders have already paid for 
themselves — and almost all stations are experiencing greater 
income and higher profits. 

“To wait — is to pass up the money-making opportunities that 
exist today.” 


IF YOU HAVE ANY OTHER QUESTIONS — 

. .. we would like the opportunity to answer them — and 
to describe more fully the significance and features of 
the VR-1000B. Our representative will be glad to do this 
with you personally — may he call you for an appoint- 
ment? Or if you prefer, write to Dept. 304 for our two 
new publications — one describing the ‘B’ and all its fea- 
tures, the other a report on how stations are making and 
saving money with their Ampex VR-1000’s. 
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MISS GINNY with Romper Room 


Miss Ginny has proven that it is possible to build 
a big morning audience. On Romper Room she 
presents games, films, storybook time—entertain- 
ment that makes kids 6 to 60 come back for more 
all week long. 


Represented nationally Channel 
by the Katz Agency = 
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The three top-rated personalities 
in New Orleans are on... 
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MORGUS the Magnificent i 
on House of Shock - 


Check the ratings, any ratings, and you'll see ca 
that Morgus and the House of Shock rate tops N 
on Saturday night TV in New Orleans. This is 19 
the man whose fans have tied up an entire ad 
telephone exchange “‘just to talk with Morgus.” ly 
The Senior Class at Tulane University School of de 
Medicine has awarded Morgus an “honorary : 
degree” in medicine—and he’s being boosted as al 
a candidate for Governor of Louisiana! as 








UNCLE HENRY 
with Popeye & Pals 


Weekdays at 5:15 kids all over town flock 
to tune in the Pied Piper of New Orleans 
—Uncle Henry Dupre. They love this 
genial entertainer, whose television and 
radio career in New Orleans spans 27 years. 
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How far away is international live tv? ..... page 19 


Network billings up 26 per cent in daytime ... page 19 


Challenge is to make commercials welcome . . page 42 


Global Tv Nears 

A prediction of world-wide live 
television within 10 
years was voiced by a Canadian 


transmission 


Broadcasting Co. spokesman during 
the recent showing of the first film 
transmitted via cable from London to 
America. Trans-Atlantic live television 
is possible now, but extremely costly, 
the speaker noted. A second undersea 
cable now being laid from Scotland to 
Newfoundland and to be completed in 
1961 will greatly reduce costs, while 
additional lines planned will eventual- 
ly make intercontinental tv an every- 
day occurrence. The film transmission 
—a joint venture of the BBC, CBC 
and NBC video networks—was hailed 
as a notable first step toward this 
achievement. 

On a transmitting device about the 
size of a video-tape recorder, a reel 
of film showing Britain’s Queen Eliza- 









— 


beth departing from the London air- 
port was placed in the BBC home 
studios. In a process similar to that 
used to wire-transmit still pictures, a 
photo-electric cell scanned each sec- 
ond frame of film on the reel and sent 
impulses through the cable. The scan- 
ning of each frame required eight 
seconds, as compared to the 10-min- 
ute period needed to transmit the 
usual newspaper-type photo. 

In Montreal, the electronic signals 
were reassembled into a series of pic- 
tures on a cathode tube and re-photo- 
graphed on a film strip. The film was 
then developed and fed by the CBC 
to NBC-TV via Toronto and Buffalo. 

From machine to machine, the av- 
erage transmitting time is 50 minutes 
per each half-minute of film. The min- 
ute of footage shown in the first pub- 
lic demonstration took slightly over 
100 minutes, plus processing time be- 


— 
“t 


€ 





Although of decidedly inferior quality this picture, transmitted across the 


Atlantic by telephone cable, may be the forerunner of first quality world-wide 


television transmission within the next 10 years. Here the Queen Mother and 
Princess Margaret wave goodbye to the Queen at London Airport. 





THE WAY IT HAPPENED News fr ont 





fore reaching the air. 

“If you have more than five or 10 
minutes of film,” said an NBC-TV en- 
gineer, “you pass the break-even point 
where it would be simpler to jet the 
film across. However, on short se- 
quences, transmission is far better.” 

The BBC first began experiments in 
wire transmission of movie film in 
October 1957 and made its first suc- 
cessful test in March of this year. It 
plans to install transmitting-receiving 
equipment in its offices in New York 
shortly so as to bypass the Montreal- 
Toronto-Buffalo linkage. 

Quality of the initial footage sent 
via the new method was satisfactory, 
although in no way comparable to 
taped events shot overseas and shown 
in this country. 

However, what the film lacked in 
technical quality was more than offset 
by its status as a historical achieve- 
ment. 


Four-Month Billings 

Gross time billing of the three tele- 
vision networks has shown an increase 
of nearly 26 per cent in the daytime 
segments in the first four months of 
this year, as compared with the same 
period a year ago. The total increase, 
for both night and day segments, was 
nine per cent for January through 
April, reaching $209 million, com- 
pared to $191 million last year. 

These and other facts about net- 
work billings were revealed in a four- 
month report released last week by the 
Television Bureau of Advertising from 
their LNA-BAR reports. 

The report on network television 
gross time billings by day parts for 
the January through April period 
shows: c 

1958 1959 Change 


Daytime $ 56,191,804 $ 70,667,162 +25.8 


Mon.-Fri. 49,449,646 59,960,491 +26.4 
Sat.-Sun. 8,747,158 10,706,671 +22.4 
Nighttime 135,192,395 137,853,876 +2.0 


Total $191,384,199 $208,521,038 +9.0 


Increases in the four-month period 
were especially large in several of the 
product group categories. Agriculture 
and farming equipment this year 

(Continued on page 41) 
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DON McLEOD 
Detroit’s most 
popular D.J. 

WJBK-DETROIT 





TOM GEORGE 




























WJBK-DETROIT 











LEE ALAN 
Most exciting 
all-nite show 

WJBK-DETROIT 


CLARK REID 

“Tunes old and new 
just for you” 

WJBK-DETROIT 






wis 


“Hear, ye... hear, ye!”’. . . Familiar 
words in the days when the Town 





Crier served the broadcasting needs 
of the people. Today, in great meas- 
ure, this function is being performed 
by the Storer Broadcasting Com- 
pany. It is done in the spirit of 
responsible (and responsive) service. 


Hearken!..the town crier| ' 


This responsible service—with the 





loyalty it has gained—is person- 
ified in the modern-day “‘deejay.” 
He is a part of the vigor of his com- 
munity, sensitive to his audience. 
With music as his bell, he not only 
is heard, but listened to... Pro- 
ductive results of his salesmanship 
on Storer siations prove it. 
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TOM CLAY 
“Jack-the-Bellboy”’ 
tops with the ‘teens’ 
WJBK-DETROIT 
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RUDY ERTIS 
All-night man 
to “‘night people”’ 
all night 
WSPD-TOLEDO 


BILL GORDON 
Sponsors love him! 
WJW-CLEVELAND 










JIM ROWE 

The “Fabulous 58” 
according to Toledo 
WSPD-TOLEDO 












JACK WILLIAMS 
Show tunes new 
and nostalgic 
WSPD-TOLEDO 




















BRUCE MACDONALD 
Has covered all aspects 
of radio in Cleveland 
WJW-CLEVELAND 








JOE NIAGRA 
Ruler of 
Philadelphia radio 

WIBG-PHILADELPHIA 


























TOM CARSON CHUCK RENWICK 
“Police Beat.” Bright, popular music, 
fastest-paced pall in special announcements, 


; ; national news 
nighttime radio WuW-CLEVELAND 
WJW-CLEVELAND , - 


CHUCK PARMALEE 
- music, service 

announcements and news 

WSPD-TOLEDO 
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BILL WRIGHT TOM DONAHUE LEE SUTTON 
The Rebel _A big man ... consistently pulls 
with a cause witha big sound more commercial mail cas Moone 
WIBG-PHILADELPHIA WIBG-PHILADELPHIA WWVA-WHEELING 













BOB MITCHELL 
WIBG’s newest 
big music gun 

WIBG-PHILADELPHIA 


. . one of nation’s top 
country western deejays 
WWVA-WHEELING 



















JOHN CORRIGAN 
The Music Man 
1170 Club 
WWVA-WHEELING 









HARDROCK GUNTER JOHNNY GRIMES 
MC of Music styled for rolling CAL MILNER 
Good Morning Show back the rugs Master of picking 
WWVA-WHEELING WGBS-MIAMI tomorrow's hits today 
WGBS-MIAMI 


























AL LEIBERT 
Makes it easy to open 

the other eye 
WGBS-MIAMI 






BOB ANCELL 
Musicaster with a 


WGBS-MIAMI 
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oy s Storer Broadcasting Company 





Omer 
PR WSPD-TV WJIW-TV WJBK-TV WAGA-TV WITI-TV 
Toledo Cleveland Detroit Atlanta Milwaukee 
WsPD wJlUw WJBK WIBG WWVA woBss 
Toledo Cleveland Detroit Philadelphia Wheeling Miami 








National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 ¢ 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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another great firat fr om Ww RC ATV —a loca 
program Audience Characteristic Profile that 
tells you who’s watching and what they buy 


Now WRCA-TV cracks the big research barrier and brings you reach more homes spending over $30 a week for groceries. Bol 


the first qualitative measure of audiences of local TV programs like reach a higher proportion of homes where the family auto is ® 
“Hi Mom” and “Dr. Joyce Brothers.” Based on vital new research 6 to 7 days a week. 

by Pulse, Inc., the AUDIENCE CHARACTERISTIC PROFILE WRCA-TV, the leadership station in New York television, of@ 
takes audiences apart, shows who they are, what they buy, and this information to advertisers, free and without obligation, toa 
how much. Examples: Both “Hi Mom” and “Dr. Joyce Brothers”’ them in making the most efficient investment of their TV dollar! 
reach a higher proportion of housewives in the high-purchase 18-34 the nation’s first market. 
age group than does the average daytime TV show. Both shows Get the full details now. WRC Aa TY: . 


NBC IN NEW YORK + SOLD BY NBC SPOT 
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Audience 
building 


Tv gets lion’s share 


of $35 million stations spend annually 


for local promotion 


ommercial television stations are spending 
more than $35 million each year on local 
audience promotion. 

This figure is based on a TELEVISION AGE sur- 
vey which brought detailed replies from more 
than 100 outlets of all sizes in markets through- 
out the country. 

Single- and multiple-station markets, network 
and independent outlets, stations with news- 
paper affiliation as well as those without were all 
included in the carefully selected sample asked 
to analyze their local audience promotion. The 
$35-million figure is a conservative estimate of 
station expenditures alone. It does not include 


amounts spent by networks, advertisers, film syn- 
dicators and other program distributors, trade 
associations and others. 

The average amount budgeted for audience 
promotion by each of the 520 commercial out- 
lets is $67,000, with the lion’s share of this 
amount going into on-the-air television promo- 
tion, followed by newspaper, radio, other (this 
includes fan magazines, special promotions, 
etc.), billboard and direct mail (see table, page 
26). 

Biggest stations, of course, spend the most for 
promotion and are more likely to have cash to 
put into newspaper advertising than are smaller 
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Skywriters and aerial signs can 


outlets. They also show bigger per- 
deals with 
other media (such as newspapers and 
radio) than the smaller stations. 

Newspaper-owned stations, not very 
surprisingly, use more than average 
newspaper space and show a bigger- 
than-average _ percentage 
change” deals as a group. In this their 
averages come very close to those of 
the larger although the 
newspaper group is made up of more- 
than - half - average, or smaller - than- 
average, outlets. 


centages of “exchange” 


of “ex- 


stations, 


A few months ago a spokesman for 
the American Newspaper Associa- 
tion’s Bureau of Advertising estimat- 
ed that television and radio spent 
some $17 million in 1957 on news- 


paper advertising. This figure in- 
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help a big audience promotion campaign 


cluded revenue from all sources. 

On a local level, the TV AGE survey 
indicates, commercial stations spend 
one-fifth of their audience-promotion 
budget, or some $7 million in news- 
paper advertising. 

While all three networks spend 
considerable sums in promotion of 
their programs both nationally and 
regionally, stations on the whole 
agree that local promotion is best for 
building individual station and pro- 
gram popularity. 

The networks have used co-op 
plans from time to time and may be 
expected to do so again, although net- 
work promotion men have mixed 
feelings about their efficiency. Last 
year CBS-TV offered a 50-50 co-op 
deal to stations for a limited time, and 


NBC-TV a three-way split among net- 
work, advertiser and station. Wheth- 
er these plans will be used in the fall 
season this year has not definitely 
been decided. ABC-TV offers bounti- 
ful supplies of promotion material to 
be used on the air, in print media 
and elsewhere. 

Many stations make the exchange 
deals mentioned above. Mostly with 
newspapers and radio, these agree 
ments occur quite often when there 
is interlocking ownership, but have 
been used quite successfully amongy 
out-and-out competitors as welk 
About one-fifth of the average sta” 
(a figure 
which would total $7 million) is) 
made up of these exchange agree] 
ments. 


tion’s promotion budget 











Of the $35 million spent for local 
audience promotion more than half, 
or nearly $18 million, goes into on- 
the-air tv proving that 
people in television believe in the ef- 


promotion, 


ficiency of their own medium. Radio 
gets an estimated $3.5 million in local 
audience promotion. 

Probing the reasons for local audi- 
ence promotion brought pointed com- 
field. 


“Every means that a station can find 


ments from experts in the 
and use to establish itself in the com- 


munity is important,” summarizes 


Murry Salberg, director of advertis- 
ing and sales promotion for WABC-TV 


New York. 


fine, but it is the local channel to 


“Network advertising is 


which a viewer tunes in.” 

sold 
. They 
must be reminded of what programs 
adds Wil- 
liam Hohmann, sales promotion man- 
ager of WBBM-TV Chicago. 


“Viewers must be constantly 
on viewing your programs. . . 


are on, when and where,” 


“All you have to sell is listening 
” says J. Rob- 
ert Covington, vice president, research 
and promotion for wstv Charlotte. 
“You can’t sell 


and viewing audience, 


*em if you haven't 
got ’em.” 

“Unless the station promotes its 
programs and services, nobody’s go- 
ing to promote its programs and serv- 
ices (at least, tie them to its channel 

believes John Hark- 
assistant vice president and 
manager of WDBJ-TV Roanoke. 

“Audience is the product a station 


number 
reder, 


has to sell—not time,” says an execu- 
tive of wroc-Tv Rochester. 


self doesn’t sell merchandise for the 


“Time it- 
advertiser . . . it is the viewers (audi- 
ence) who are the customers for the 
advertiser’s product or service.” 
The importance of local audience 
promotion is further emphasized by 
Evelyn Winters, 
of KTVB Boise. 
that audience 


promotion manager 
“We feel 


augments 


She says: 
promotion 


Street banners, one of the oldest jorms of advertising, still have a place 


tomer 


HAY WAY 


BING WAY 


Paw & 7 


maieai. Sahenrees 


mak- 


ing clients, retailers, brokers and deal- 


the schedules of advertisers by 


ers aware of the effective pre-selling 
potential of television.” 

Since local station executives know 
the likes and dislikes of their own 
markets much better than anyone out- 
side of the immediate community, a 
great number of promotion managers 
feel that only at the station level can 
promotion be most effective. 

“Local audience promotion is most 
important of all, for all audiences are 
” Robert McGill, pro- 
motion director of KoIN-Tv Portland, 


local audiences, 
believes. “The average local viewer 
is oriented purely to local channel 
numbers. He’s vague about networks 
letters, but he 
knows his number. So the biggest job 


and even local call 
of local promotion is to identify chan- 
nel numbers with programs in his 
mind.” 

“It is at the local level that we add 
the station’s weight to program mer- 
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chandising in order to attract and 
keep viewers,” points out Eugene B. 
Dodson, vice president and manager 
of wtvT Tampa-St. Petersburg. “Our 
viewers make up the station’s com- 
modity in the market place—promo- 
tion at the station level is the catalyst 
that adds the viewers to cause the 
commodity to grow. Network on-air 
promos and assistance through co-op 
newspaper advertising are useful. But 
nv station can gain and keep top audi- 
ences unless it continuously and effec- 
tively promotes at the local level its 
own and network programming.” 
Agreeing on the importance of 
local-level promotion, Burt Toppan, 
public-relations and promotion direc- 
tor of wrvJ Miami, adds: “No mat- 
ter where the picture originates, it is 
shown locally to local people. There- 
fore it is the local station’s job to let 


the viewers in its area know what is 
on their particular channel. The sta- 
tion that promotes gets the audience.” 

“What sells an audience in New 
York isn’t necessarily going to work 
in Flint,” says Donn Shelton, promo- 
tion manager of wJRT Flint. “Sur- 
veys here show that there are wide 
discrepancies between national and 
big-city show popularity and popu- 
larity in our area. It is up to us to 
decide which shows need special 
help.” 

Agreeing with that viewpoint is 
Clarke Bradley, director of promo- 
tion of KsBW-Tv Salinas, who says, 
“The audience needs of any particu- 
lar station are understood only at the 
local level. Since every program can 
not and should not be promoted 
audience 


equally, local promotion 


puts the emphasis where it is needed.” 








From Charles J. Truitt, vice presi- 





dent and general manager of WBOG) 






TV Salisbury, comes an amen to the 





idea that audience tastes vary. Says 





he, “Only the local station, through 





experience, can have knowledge of t 





type of program and station ope 





tion that a particular audience dé 





> ” 
sires. 


“The local station knows best he 


to reach people in its market,” adds 







Don Shepherd, promotion director ¢ 
WRDW-TV Augusta, Ga. 






Giving an example of adapting 





cal promotion to the interests of tf 






community, Winston Bb. Linam, s 
tion manager of KSLA-TV Shreveport 





says: “When a recent musical sho 






included a  Dixieland-jazz remote 
from New Orleans, we featured that 


in our promotion. The same is true 










when an actor or sports star hails 




































































Local Audience Promotion Budget and Where It Goes 
Annual % %o On % %  %Direct % % Exchange 
Station Hourly Rate Budget Newspaper Air Tv Radio Billboard Mail Other _ Deal 
Over $2,000 $250,000 40 45 5 3 2 3 25 
$1,500-$1,999 150,000 37 46 7 6 2 2 30 
$1,000-$1,499 100,000 39 30 7 9 5 10 14 
$700-$999 72,000 30 45 5 4 6 10 21 
$400-$699 35,000 15 61 8 5 6 7 17 
Under $399 15,000 13 55 16 4 7 5 11 
Newsp. Owned 75,000 39 41 6 3 6 5 28 
Average Station 67,000 20 52 10 6 + 8 20 
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Something for nothing has a universal appeal 


from the area. Local events can be 
tied in with program promotion, such 
as festivals, fairs and celebrity visits.” 

The importance of establishing a 
station as a community entity with an 
interest in the common good is point- 
ed out by several station executives. 
Steve Halpern, promotion director of 
KENS-TV San Antonio, says: “I feel 
that the chief purpose for audience 
promotion on a local level is to 
achieve a direct contact with your 
audience, establishing the station as 
an integral part of the community and 
building up a viewership which will 
reflect itself in the market rating pic- 
ture.” 

“Audience promotion at the station 
level promotes corporate image, sta- 
tion personality and local community 
service,” says Ken Corbitt, promotion 
director of wtvp Raleigh-Durham, 


adding that it “permits emphasis on 
programs that viewers may find of in- 
terest on a local level rather than fol- 
lowing a national trend.” 

Pointing to the advantages of be- 
ing able to tailor promotion activities 
to the station’s own “community of 
cities,” Jack Lightner, promotion di- 
rector of WREX-TV Rockford, terms 
“its families of viewers” a station’s 
most valuable assets. 

“No station can better amass a loyal 
and receptive audience than through 
the use of station-level audience pro- 
motion,” sums up E. Berry Smith, vice 
president and general manager of 
WFIE-TV Evansville. “Network promo- 
tion, though strong and vital, lacks 
the ‘personal touch’ so important to 
the local audience. Only station-level 
audience promotion can channel the 
home viewer to a specific program on 


a specific station. The viewer wants 
to feel he is a ‘part’ of the tv indus- 
try; this can be achieved through 
‘identity’ with his local tv outlet.” 

E. K. Hartenbower, general man- 
ager of KCMO-TV Kansas City, points 
out that in television “you are selling 
specific programs. The audience is at- 
tracted to these programs by the out- 
side publicity and promotion that are 
given to them. The more promotion 
of the right type, we find, directly in- 
fluences our surveys.” 

Results of local audience promotion 
are not always easy to measure. Many 
stations see results of increases in rat- 
ings, while others feel it stimulates 
advertiser interest. “I would credit it 
with 50 per cent of our present suc- 
cess,” avers Bob Coats, promotion 
manager of KETV Omaha. “Follow- 


(Continued on page 50) 


June 29, 1959, Television Age 27 








Color audience 


Five-city NBC-TV research 


bears out Crosley findings of 


doubled tune-in 


1. EFFECT OF COLOR ON AUDIENCE 


42.4 


; 





| 
ede 
(Average Number of Viewers per 100 
TV Homes for Color Programs Studied) 


Black-and-white tv homes 








He immediate or remote the 
utimate breakthrough of color 
television, one thing is certain at this 
point in its evolution: the audience 
for tint programs among color tv 
homes is more than twice as large as 
the audience for these same programs 
among black-and-white-set owners. 


This is the conclusion of a study 
prepared by the Audience Measure- 
ment Division of the NBC Research 
Department—a study whose findings, 
in addition to their own significance, 
serve as confirmation of a similar sur- 
vey made for the Crosley Broadcast- 
ing Co. last winter and revealed ex- 
clusively in TELEVISION AGE at that 
time (Feb. 23). 

The NBC study was designed to de- 
termine the viewing level of color tv 
shows in color-set homes compared 
to black-and-white homes under con- 
ditions of minimal demographic dif- 
ferences by means of a standard audi- 
ence-measurement technique. The sur- 
vey, conducted by Trendex, was made 
in five markets—Boston, Chicago, 
Milwaukee, Omaha and Philadelphia 

-and revolved around four NBC-TV 


28 June 29, 1959, Television Age 


color programs—the Perry Como, 
Steve Allen, Dinah Shore and Arthur 
Murray shows. 

Results of the study were based on 
a sample of approximately 8,000 
homes. In each city 200 color homes 
were called for each color program, 
with simultaneous calls made to 200 
homes with monochrome sets. To ob- 
tain as good a matching sample of 
black-and-white homes as_ possible 
(minimal demographic differences) , 
a next-door neighbor to each of the 
color homes was called, rather than 
picking b&w homes at random. 

All 400 interviews in each of the 
five cities were conducted over a 
three-day period: on Saturday. May 
9, for the Como program; on Sunday, 
May 10, for the Allen and Shore stan- 
zas, and on Monday, May 11, for the 
Murray dance session. 

The NBC researchers found the 
ratings of multichrome programs in 
color homes to be nearly double the 
ratings of the same shows in black- 
and-white homes. The average rating 
in the latter group was 16.9, while 
the same programs achieved a 30.4 


rating in color-tv homes—80 per cent 
above the level of the b&w category. 

Not only was the rating discovered 
to be higher in color homes, but there 
was also a greater number of viewers 
watching in each of such homes, as 
against viewers of the same program 
on each black-and-white set. (Un- 
doubtedly, the NBC researchers note 
parenthetically, one of the contribut- 
ing factors to the advantage in view- 
ers per set is the substantial amount 
of guest viewing which takes place in 
color homes.) 


The average number of viewers per 
100 tv homes for the color programs 
studied was 85.5 for color homes, 
compared to 42.4 for non-color, mak- 
ing for a total number of viewers per 
100 color homes that is more than 
double the number of viewers per 100 
black-and-white homes (see chart I). 

These patterns were found to hold 
for each program and in each market 
studied, indicating that the ability of 
tint programming to achieve hefty 
ratings in homes equipped with sets 
to receive it au naturel does not de- 
pend upon the particular show or the 
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2. EFFECT OF COLOR ON RATINGS 


« 32.4 


19.7 











Omaha 





Milwaukee 


33.8 





Philadelphia 








(Average Rating of Color Programs in Each Market Studied) 








particular city, and that the prefer- 
ence for color programming in color 
homes is unaffected by market size 
and locality (see chart IT). 


Coupled with the rating rise for 
color programs in color homes was a 
reduction in the ratings of competing 
shows in the color homes. According 
to the NBC study, among the black- 
and-white homes interviewed NBC 
and Network B were virtually tied in 
tating with approximately a 16 each, 
but in multichrome homes the NBC 
tint programs had a three-to-one ad- 
antage over Network B, and the over- 
all rating of the NBC shows was over 
one-and-a-half times greater than their 
combined network competition. 


Sets in use in color homes was ap- 
preciably higher than in monochrome 
homes during the time slots of the 
quartet of colorcasts under study. The 
average for all four programs in all 
five markets, weighted by the number 
of tv homes, showed a 50.4 sets-in-use 
figure for color homes vs. 43.0 for 
black-and-white homes (see chart 


Il). 
(Continued on page 119) 


3. AVERAGE ALL FOUR PROGRAMS STUDIED 
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oO": upon a time in the temples 
of Madison Avenue, there lived 


a very successful and prosperous Pro- 
moter of pay-tv programs. He had 
sent only one program—a_heavy- 
weight championship boxing match 
—over his system, but the single fight 
had brought him untold wealth. 

As he sat surrounded by bags and 
bags filled with shiny quarters from 
the coin slots of his receivers, the 
Promoter pressed a button on his 
desk and admitted a Sponsor. 

“T heard,” said the Sponsor, “that 
your pay-tv fight was watched in 40 
million homes.” 

“That’s right,” said the Promoter. 

“And I have the 40 million quarters 
right here to prove it.” 
- AANY ARUTAAANNN “This is what I have been looking 
ota) a ARO for all my life,” said the Sponsor. 
~ 65 mi SSS a Pens “A way to prove how many people 
aig } have watched a program. I would 
like to show my advertising commer- 
cials in your next telecast.” 

The Promoter smiled. “I’m sorry,” 
he said, “but I pledged the viewers of 
my programs that they would not 
have to sit through commercials. Be- 
sides, with 40 million quarters, I do 
not need your money.” 

Now the Sponsor smiled. He placed 
a huge check on the desk. “Look,” 
he said. “For $100,000 I would 
like to place a single minute spot in 
the middle of a program.” 

The Promoter’s eyes widened. He 
thought. He nodded. “After all,” he 
said, “I pledged, but I didn’t promise. 


And it’s only a minute in a two-hour 
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A video fable 





... or, if viewers pay, it’s pay-tv, but if sponsors pay, that’s different 


show—that’s nothing at all. And 
$100,000 in cash is certainly much 
better than counting these infernal 
quarters.” He held out his hand to 
the Sponsor. 

Unfortunately, the next program 
sent out over the pay-tv system was a 
middleweight championship boxing 
match. Only 35 million quarters 
poured into the Promoter’s office. 

“Just a minute here,” said the 
Sponsor. “I understood 40 million 
homes would see my commercial. I'd 
like a rebate.” 

The Promoter coughed apologeti- 
cally. “I’m afraid I’ve spent your 
check on a great number of miscel- 
laneous expenses,” he said, “but I'll 
tell you what I’m going to do. In my 
next program, I'll allow you to place 
two one-minute commercials at the 
same price as you paid for one.” 

The Sponsor thought it over. 
“What will the next program be 
like?” he asked. 

“Well,” said the Promoter. “There 
aren’t any more boxing matches right 
now. I can’t get the hit Broadway 
shows I wanted because the producers 
all prefer long runs and steady profits 
for tax purposes. And the big-name 
stars and sports events are tied up 
in network contracts. And—” 

“And?” 

“Well, I thought maybe the public 
would like to see a log-rolling con- 
test by two lumberjacks.” 

The Sponsor was quite perturbed. 
“I don’t know,” he said. “I can’t see 
my wife paying a quarter to see that.” 





“But if we publicize it right,” said 
the Promoter. “If we give it the old 
ballyhoo—” 

“That might help,” said the Spon- 
sor, “but I think it needs something 
more.” 

The Promoter snapped his fingers. 
“T’ve got it! We'll offer it at a bar- 
gain rate! Fifteen cents!” 

“Yes, yes,” said the Sponsor as he 
whipped out his checkbook. “That 
certainly should attract 40 million 
homes.” 

“So Ill not make quite so much 
money,” agreed the Promoter. “With 
this check and 40 million 15-centses, 
it’s not too bad at all.” 

Alas, even with a costly promotion 
and a bargain rate, only 30 million 
homes paid their money to see the 
log-rolling contest. (Canada beat 
Minnesota, 11-9.) 

“I demand a rebate! 


” 


shouted the 
Sponsor. 

The Promoter held up his hands. 
“Just a minute,” he cried. “I realize 
you feel cheated, but Ill tell you 
what I’m going to do. In my next 
program, you can have three min- 
utes.” 

“That’s fine,” said the Sponsor, 
“but I have expected 40 million peo- 
ple before and have been disappoint- 
ed. Can’t you get some better pro- 
gramming to attract more viewers?” 

“Frankly, no,” said the Promoter, 
“but what does it matter? We get 
the money in the slot before anyone 
knows what the program is like. If 
people don’t like this one, they pay 


for the next one anyway in the hope 
it will be better.” 

“True, true,” nodded the Sponsor. 
“I just wish I could help choose the 
programs.” 

“It’s my system,” shouted the Pro- 
moter. “Now, I’ve decided the next 
show will be a remote pick-up from 
my daughter’s grade-school pageant. 
Do you want in or not?” 

“Of course not,” said the Sponsor. 
“You'll never get 40 million homes 
tuned in to that.” 

“Even at 15 cents?” asked the 
Promoter. 

“Not at 15 cents,” 
Sponsor. 

“A dime?” said the Promoter. 

“No,” replied the Sponsor. 

“How about a nickel?” pleaded the 


replied the 


Promoter. 

“No.” 

“Maybe a pen—” 

“No.” 

The Promoter’s shoulders sagged. 
“You're right,” he said. “Do you 
have any suggestions?” 

“Well—” said the Sponsor. “No— 
no, it’s too foolish.” 

“What? What?” cried the Pro- 
moter. 

“How about this?” suggested the 
Sponsor. “You offer the program 
free to the viewers and let my check 
cover your expenses and a small 
profit. Then, suppose we get some 
intelligent people in here to decide 
on the best kind of programs to offer 
the public. Who knows, a lot of peo- 

(Continued on page 119) 
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46 D’ you really know where every 


second in a tv commercial 











goes?” my secretary asked me. She 











was looking over some production 











notes she had typed out, indicating 








a breakdown of scenes into playing 





time. 











“Of course,” I said, or something 











equally abrupt. My secretary has 








worked in our tv department for 
about six years and is a bright young 














ledy who knows a lot about television 
commercials. This question of hers 
was serious. She just hadn’t thought 
about tv commercials in this special 
way before. Her question, however, 
started me thinking, too. 

One second . . 

































































“one-thou-sand- 
one.” That’s four syllables. Four syl- 
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Barbara and her boss 
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1/48th of a second... 


. .. and every fraction is precious in a carefully planned tv commercial 


lables can be enunciated clearly in the 


space of one second. One second for, 
for example, “banana pie.” Or, at a 
very comfortable speed, “Salada Tea.” 
But, I quickly add, please don’t tell 
me that we should read 58 x 4 syl- 
lables in a tv spot. There are one 
syllable words like “soft” or “smooth” 
which we stretch out to a full second 
(or more) for onomatopoeia and for 
emphasis. 

One second of time is a large mov- 
able segment to a tv producer. A very 
important concept. He steals a second 
here to add a second there. The very 
professional actors and announcers 
with whom we work understand this 
and can “pace” a spot, giving us this 
valuable second here, this essential 
framework on which we build our 
spots. 

A second is too short, of course, for 
a bar of music. But time enough for a 
sting, a blast, a sharp percussive 
sound. Often it’s time enough for a 
sound effect. When music is there, in 
the background, a second for music 
tc come out in the clear will allow us 
to “hear” the mood. 

Well, of course, in film there are 24 
frames per second. And the optical ef- 
fects and tricks that can be done in 
24 frames! A very effective dissolve 
can be accomplished in 12 frames. In 
six frames, the producer can wipe on 
a title. Television commercials have 
taught us to shorten effects, to move 
time along more rapidly. And we who 
are in this business constantly think 
and talk about “eight frames,” “12 
frames,” “four frames.” This is less 
time than it takes a girl to pucker 
ior a kiss in a feature film. 





This question of Barbara’s, as | 
said, started me thinking. But, of 
course, we know where every second 
goes. We couldn’t possibly “lose” a 
second. It would be 1/60th of the com- 
mercial—1/58th of our sound track. 
That’s time! But, I asked myself, what 
is the smallest segment of time? Could 
we afford to “lose” that? The answer 
must logically follow: a frame, 1/16th 
of a foot of film. Could we shift a 
a finished commercial? 
Could we take a frame out here to put 
it there? 

And, I admit, the answer comes 
back a resounding “no.” When the 
film is put together, when it is put to- 
gether right, and everything “fits,” 
you can’t move a frame. You are 
“locked in.” 

Here it is—a simple frame of film, 
projected at 1/48th of a second (the 
actual time in which the viewer sees 


frame in 


a single frame). And it’s very pre- 
cious. Subliminial in its instant on the 
screen, but precious because of cost, 
time, energy, audience, sales—and all 
the rest of it. 

I know a very successful film pro- 
ducer who “fades in” and “fades out” 
all of his commercials. From an artis- 
tic point of view, I guess he’s right. 
But frames are too precious to obscure 
them with blackness. So from an ad- 
vertising point of view, he’s wrong. 
Virtually all of the commercials we 
do start off in full light—and close 
the same way. 

Whenever there’s a dissolve there's 
a transposition of one scene over 
another. During those overlapping 
scenes, unless there’s graphic plan- 


(Continued on page 50) 
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Lucky black cat 


Felix spearheads Trans-Lux Television’s success in the syndicated film market 


rans-Lux Television Corp. has dis- 
peste that partly by design and 
partly by accident it is becoming 
known these days as a specialist in 
children’s programming. The label 
is not an offensive one to the com- 
pany’s executives, who have carefully 
plotted a course of operation, but it is 
in a sense surprising that the young 
firm has become known for a kind 
of programming. 

Less than a year ago, any kind of 
description of Trans-Lux would have 
been difficult—as distributor of the 
Encyclopedia Brittanica Film Library 
and a half-dozen foreign features, it 
was something of an anomaly in the 
tv film distribution business. A suc- 
cessful one, of course, but an anom- 
aly, nevertheless: it had none of the 
free-wheeling, go-for-broke style of 
the competition. 

That image, such as it was, got 
smashed about three months ago 
when Felix the Cat, a new animated 
cartoon series made expressly for tel- 
evision, was placed into syndication. 
Within that time close to $2 million 
in contracts have been signed, and 
it’s estimated that negative costs have 
already been recovered—this despite 
the fact that the series has yet to go 
on the air (national release date is 
Jan. 1, 1960). 

Introduction of the program has 
had a secondary effect on the for- 
tunes of the company. In the long 
run it may be a more important one, 
since the success of Felix the Cat has 
pointed up the real need for fresh, 
original material for the children’s 
market. Station buyers have asked 


for additional programs after seeing 
the animated cartoon series, and 
packagers have come forward with 
new formats for the kiddie market. 
At present, Trans-Lux has two pack- 
ages in the house that are under con- 
sideration—one is an off-the-network 
property, and the other is new to tel- 
evision. Each is a highly specialized 
program, aimed at the youngsters. 
And several weeks ago, Animal Pa- 
rade, a wild-life series consisting of 
26 quarter-hour segments, went the 
market-by-market route. 

Although the change in company 
policy is perceptible, it is not, and 
will not be, revolutionary. In the 
words of Richard P. Brandt, presi- 
dent, “We don’t want to build up a 
huge portfolio—rather, we will con- 
centrate on a type of programming. 
We especially don’t want to get in a 


position where we are forced to take 
on product just to maintain a sales 
organization.” 

His words are echoed by Richard 
Carlton, vice president in charge of 
sales, who is quick to point out that 
the company has never been inter- 
ested in a fast buck. “There’s too 
much second-rate material around for 
the kids, and so we don’t want to 
corner the market with old cartoons.” 
However, if the right program comes 
along, Mr. Carlton adds, it will cer- 
tainly be picked up. 

The care with which Trans-Lux 
TV has moved in television is best 
illustrated by the way in which it 
sold its first property for television 
the Encyclopedia Brittanica Film li- 
brary, which consists of more than 
750 short subjects ranging from as- 


(Continued on page 49) 


Animation is discussed by Mr. Carlton (1), Richard D. Buckley, president of 
Metropolitan Broadcasting, Bennet H. Korn, head of wNew-tv and Mr. Brandt. 
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Film Report 


LOCAL TIME 


Like many of its customs, the 
west coast’s summer late-night view- 
ing habits are the reverse of the rest 
of the nation. Pacific homes using tv 
from 11 p.m. onwards in the summer 
actually increase over winter levels 
during those hours, according to in- 
formation supplied by the A. C. 
Nielsen Co. 

Because of this increase (which is 
not reflected in rate cards), an adver- 
tiser investing in a late-evening syndi- 
cated film or feature in the summer 
gets more for his money. Nielsen 
documents this reversal of the normal 
summer viewing slump in the follow- 
ing manner: from 9-10 p.m., a decline 
of 20 per cent in summer homes using 
tv; from 10-11 p.m., a drop of three 
per cent; from 11-midnight, an in- 
crease of 20 per cent; from midnight- 
1 a.m., an increase of 32 per cent, and 
from 1-2 a.m., an increase of five per 
cent. 

Winter 1958 versus summer 1958 
were used to document the viewing 
actual comparisons 
(homes using tv): 10-11 p.m.—43.4, 
winter, 42.2 summer; 11-midnight— 
20.6 winter, 24.7 summer; midnight- 
1 am.—8.2 winter, 10.7 summer; 


trend. Some 


1-2 a.m.—1.9 winter, 2.0 summer. 
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BUCKEYE EYES CARAVEL 

The Buckeye Corp. continues to eye 
further expansion in the television 
commercial and industrial film field. 
The company has already acquired 
Transfilm, Inc., and through that sub- 
sidiary is now negotiating for a 
merger with, or outright acquisition 
of, Caravel Films, Inc. 

Other than that “negotiations are 
nearing completion,” no details of 
the transaction were available at press 
time. It’s been speculated, however, 
that Buckeye is more interested in 
Caravel’s business than it is in the 
firm’s facilities. Earlier, Buckeye di- 
versified its holdings to include 
ownership of a tv production com- 
pany, Pyramid Productions, and a 
distribution firm, Flamingo Telefilm 
Sales. 








SALES ... 

Syndication sales of established and 
new properties continue strong into 
the summer. Ziv’s new Lock-Up has 
been sold in over 115 markets since 
it was introduced, with a major assist 
coming from American Tobacco Co,, 
which picked up the series on an 
alternate-week basis in 60 markets, 
Other recent sales to advertisers in- 
clude Luscon Industries, New Haven; 
South Western Public Services, Lub- 
bock; Superior Dairy, Austin; Iowa 
Electric & Power Co., Cedar Rapids, 
and Super-Duper Markets, Yakima, 
Wash. Station sales of Lock-Up in- 
clude: wrca-tv New York; KLFY-Ty 
Lafayette, Ind.; WLos-tv Ashville. 
Greenville-Spartanburg; KTVB Boise; 
wtvy-TvV Dothan, Ala.; KOMO-Ty 
Seattle, and KERO-TV Bakersfield. 





 ) Git +. . 


iv’s Mackenzie's Raiders, which is 

based on the exploits of a U. S. 
cavalry unit asigned to clean up the 
Texas border country in the 1870's, 
has helped a Utica car dealer to do a 
little cleaning up on his own. 

According to C. J. Fletcher, head of 
the Ford agency bearing his name in 
Utica, “sales have climbed steadily 
since we began sponsorship of Mac- 
kenzie’s Raiders over WKTV.” The 
company has been an alternate-week 
sponsor of the series since Oct. 17, 
1958. Co-sponsor is Brown & Wil- 
liamson. 

To document the sales effectiveness 
of the program, Mr. Fletcher reports 
that “two participations used in one 
show on behalf of the used-car de- 
partment resulted in the sale of 21 
automobiles.” The auto dealer adds 
that countless other sales have been 
made over the past few months as a 
direct result of his investment in the 
series. It is telecast by WKTV on Fri- 
days, 7:30-8 p.m. 

Automobile dealers account for 
seven per cent of all Mackenzie’s 
Raiders’ sponsorships. Other sponsors 
of the series, which is now aired in 
over 182 markets, include a large 


eo C. J. Fletcher Ford Agency 





number of regional advertisers. These 
include Brown & Williamson (in 19 
markets), Schlitz (in 16 markets), 
Stroh Brewing (in 16 markets) and 


Coors Brewing (in eight markets). 
According to the multi-market Tele- 
pulse reports, the program has been 
one of the top 10 syndicated shows 
since December of last year. 


Richard Carlson stars in the lead 
role as Col. Ranald Mackenzie, who 
was assigned by President Grant to 
lead the Fourth Cavalry on its mis- 
sion to make the Rio Grande area safe 
for peaceful settlement. Mackenzie’s 
Raiders is based on the book written 
by Col. “Red” Reeder, who served as 
a technical consultant to Ziv on the 
series. Lon Breslow is the producer. 
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ABC Films has concluded 16 more 
station sales of 26 Men. At the same 
time 10 sales of the “Special Six” and 
“Festival 35” packages of J. Arthur 
Rank features were made to stations. 
The Canadian Broadcasting Co. has 
picked up One Step Beyond, ABC 
Films’ series about supernatural phe- 
nomena, seen over ABC-TV in this 
country as Alcoa Presents. . . . The 
Transcontinent Television Corp. sta- 
tions have purchased Trans-Lux Tele- 
vision’s Felix the Cat. The new 
animated-cartoon series will be aired 
by the following Transcontinent sta- 
tions: WGR-TV Buffalo; WRoc-TV 
Rochester, and WNEP-TV Scranton- 
Wilkes-Barre. 

More than 20 additional stations 
have purchased National Telefilm 
Associates’ TV Hour of Stars, to bring 
the market total to over 60. The series 
is composed of 90 programs made ex- 
pressly for television by 20th Century- 
Fox and Warner Bros., and is hosted 
by John Conte. It is distributed by 
NTA International, Inc. . . . Cali- 
fornia National Productions’ The 
Silent Service has been purchased by 
10 more stations, while the second 39 
episodes of the series have been 
picked up by another seven outlets in 
markets as diverse as Miami, Boston 
and San Diego. 

Cold War-Berlin Crisis, second in a 
series of hour-long documentaries dis- 
tributed by werx New York, has been 
sold in over 50 markets. The station is 
now readying The Secret Life of Adolf 
Hitler, another filmed hour-long show, 
for the syndication market. First 
documentary the station distributed 
was The Russian Revolution. 

Several impressive  feature-film 
sales were concluded in recent weeks. 
United Artists Associated sold the 
entire 754 pre-1950 Warner Bros. 
library to wctv Tallahassee, as well 
as the “UA 39” and “Lucky 7” groups 
and a selection of “Gold Mine” fea- 
tures. In that same week three other 
groups of Warner films were sold, as 
well as Warner cartoons and other 
packages of features. . . . WABC-TV 
New York has purchased 100 feature 
films from NTA International, the 
majority of which are 20th Century- 
Fox titles. These include Laura, Cap- 
tain from Castile, Miracle on 34th 
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Strees, The Snake Pit and A Bell for 
Adano. . . . MCA TV’s Paramount 
features have been sold in another 
three markets. Purchasers are WALA- 
TV Mobile, wsyr-tv Syracuse and 
wsoc-Tv Charlotte. 

Two network renewals have been 
announced. Maverick, produced by 
Warner Bros., has been renewed for 
the third consecutive year over ABC- 
TV by 
Gems’ Circus Boy has been renewed 
by NBC-TV and will be continued in 


its present time slot, 


Kaiser Industries. Screen 


Saturdays, 
11:30 a.m.-noon. 

In addition to this domestic busi- 
ness, the Latin American market ap- 
pears to have really opened up. Busi- 
ness done by Screen Gems in that area 
for the fiscal year ended May 31 
climbed more than 150 per cent over 
the comparable period in 1957-58. At 
present SG has just over 90 half-hours 
of Spanish-dubbed programming on 
the air each week through the nine 
Latin countries with active tv service. 


COST VERSUS PRICE 

Ziv’s telefilm budgets are increasing 
more rapidly than the selling prices of 
the shows in today’s market, reports 
John Sinn, president. Such on-location 
shows as Sea Hunt, Challenge, Space 
and Bat Masterson will cost anywhere 
from 20 per cent to 40 per cent more 
than equivalent programs would have 
cost last fall, says Mr. Sinn. On the 
other hand, the selling price outlook 
is for no more than a 10-per-cent.or 
15-per-cent rise by the fall of this 
year. 

How to absorb the difference? Mr. 
Sinn suggests that this gap between 
selling price and budget will have to 
be filled by expanded distribution in 
overseas markets, since Ziv will make 
no attempt to reduce budgets at the 
expense of quality. 


COMMERCIAL CUES... 
MGM.-TV will open up a studio in 
New York City to supply production 
facilities for commercial and indus- 
trial films. Construction and equip- 


ment plans for the new studio, which . 


will open next month at 550 Fifth 
Ave., are under the direction of Wil- 
liam Gibbs, director of the industrial 
and commercial film division of the 
company. Elmer Wilschki is in charge 


36 June 29, 1959, Television Age 








of commercial and industrial film pro- 
duction at the MGM west-coast studio. 

Filmways, Inc., has set up a new 
subsidiary which will produce, finance 
and distribute television programs. Al 
Simon, formerly vice president in 
charge of production for McCadden 
Productions, Hollywood, will become 
president of the subsidiary on Aug. 
15. Offices of the new company are in 
the General Service Studios in Holly- 
wood. 

Thomas B. Armistead has joined 


MPO Television Films, Inc., as a staff 





MR. ARMISTEAD 


producer-director in Hollywood. Mr. 
Armistead, formerly head of the J. 
Walter Thompson west-coast tv com- 
mercial film department, reports to 
Mel Dellar, MPO executive producer 
on the coast. The appointment was 
described as an expansion move re- 
sulting from increased west-coast pro- 
duction. . . . Errol Linderman has 
been appointed supervisor of client 
relations for Elliot, Unger & Elliot. 
Mr. Linderman was formerly with 
EUE has 


placed a second video-tape unit into 


Universal Pictures. 


operation at its downtown studios in 
Manhattan. 


PERSONNEL ... 

Independent Television Corp. has 
promoted four of its syndicated sales 
executives and has made one addition 
to that department. The following 
were promoted to new posts: William 
Andrews, formerly manager of the 
western division, named northeastern 
division manager; John Serrao, for- 
merly a district manager in the west- 
ern division, appointed manager of 
that division; William McGee, also a 
district manager in the western divi- 
sion, appointed district manager in 







the southwestern division, and Thomas 
Gallagher, formerly an account ex- 
ecutive in the middle west, promoted 
to the regional sales division. Robert 
Hoffman, formerly with United Art- 
ists Associated, has joined ITC as a 
district manager in the central divi- 
sion. 

Jack Gregory has been appointed 
western division manager of United 
Artists Television, and Myron A, 
Elges has been named regional sales 
manager of that division. Mr. Elges 
reports to Mr. Gregory, who head- 
quarters in Los Angeles. Mr. Gregory 
previously was associated with Ziv as 
a division manager, serving with that 
company for the past six years. Before 
that he was an account executive at 
KGO-TV San Francisco and was affili- 
Allied 


Agency in Los Angeles and San Fran- 


ated with . the Advertising 
cisco. Mr. Elges has a background of 
26 years in broadcasting and print, 
which includes stints with Television 
Programs of America on the coast, 
Western Dailies, Inc., CBS in San 
Francisco and associations with sev- 
eral station-rep firms. 

ABC Films continues its realign- 
ment of its domestic sales operation. 
Stan Smith, formerly vice president 
of Official Films, has been named east- 
ern sales manager. Other recent ap- 
pointments include that of Harold 
Klein as New York City account ex- 
ecutive and assistant to the president 
in business affairs; Irving Paley as 
New York City account executive, and 
John J. McMahon as Chicago city ac- 
count executive. 

Mr. Smith, prior to his post with 
Official Films, served with Ziv, and 
from 1950 to 1955 he was eastern 
sales manager for ABC-TV. Before 
that he served with Associated Press. 

MCA TV is also expanding its sales 
operation following the release of 
SA 7 and Shotgun Slade. Two new 
sales executives have been appointed: 
John Cameron, formerly with Ziv, 
who will represent MCA TV in the 
Baltimore - Philadelphia - Washington 
area, and William D. MacGaregill, 
who will handle the New England area 
out of Boston. Mr. MacGaregill was 
formerly with wiLp Boston and other 
New England outlets. 

Elliott Abrams has been appointed 
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general sales manager of Sterling 
Television Co., Inc. Mr. Abrams has 
been with the company for the past 10 
years as midwest sales manager in 
charge of the Chicago office and as 
eastern sales manager. . . . Bernard 
L. Schubert, Inc., has opened a new 
and enlarged west-coast office to serve 
as headquarters for California pro- 
ductions and its western sales divi- 


sion. 


PROGRAMS .. . 

The syndication market was beefed 
up recently with the introduction of 
two off-the-network entries, a new 
show from Screen Gems and United 
Artists Television’s long-awaited move 
into the selected market area. 


California National Productions, 
through Victory Program Sales, is 
distributing The Californians, which 
ran on NBC-TV for two years. CBS 
Films has placed Trackdown, which 
was telecast on CBS-TV for two years, 
on the market-by-market route. 

The new Screen Gems’ entry is 
Manhunt, an on-location series about 
the detective work of the San Diego 
police. Victor Jory stars as Lt. Howard 
Finucane, a veteran plainsclothes de- 
tective. The new series follows a de- 
cision to put Rescue 8 into second- 
year production. 


Bernard L. Schubert, Inc., will in- 
vest $250,000 in an attempt to give 
David Harding, Counterspy a net- 
work berth this fall. The company will 
shoot two episodes as pilots, and back- 
ground footage for several of the seg- 
ments is currently being shot over- 
seas. Reed Hadley stars in the title 
role... . The Schubert firm has signed 
Jack Anson Finke to write the tele- 
plays of Alexander the Great!, which 
is based on William Hazlett Upson’s 
Saturday Evening Post stories. . . 
David Janssen will star in ABC Films’ 
new action adventure series, The 
Racer. . . . Filming of 22 new Fury 
episodes, first to be made under Inde- 
pendent Television Corp. ownership, 
has started at Desilu-Gower Studios. 

Ziv, which has been known pri- 
marily as a syndication house, will 
have four network shows on the air 
this fall. Bat Masterson and Challenge 
will be seen over NBC-TV, Space will 
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premier over CBS-TV and Tombstone 


Territory will continue on ABC-TV. Pulse Top 10 Adventure Shows for April 


NEW DISTRIBUTION FIRM National | Viewers Per 100 
Weighted Homes Tuned In 


Teen- Chil 
Average Men Women agers dren 


A new distributor of television and 
radio programs, Universal Television Rank Program | Distributor 





1 180 | 8 89 15 a 
Mel Schlank, formerly a vice presi- 2—Highway Patrol Tiv 16.9 83 87 16 
dent of NTA Program Sales, a divi- 3—Rescue 8 Screen Gems 16.0 78 83 16 
sion of National Telefilm Associates. 4—Special Agent 7 MCA 14.9 79 92 12 
U niversal Television is located at 41 5 —Mackenzie’s Raiders Ziv 141 79 84 14 
East 42 St. Telephone number is Mur- 6—Whirlybirds CBS 135 67 7 
ray Hill 75180. 7—Flight CNP 120 87 93 16 
8—Bold Venture Ziv 11.9 3% 8 & 

SALES GAINS 9—Casey Jones Screen Gems 11.7 58 62 15 
Upbeat sales reports continue to 10—Silent Service re CNP _ 10.6 4 81 17 


Distributors, Inc., has been formed by SS Man ‘Ziv 


|SSBRRRCER 


characterize the syndication field. 
California National Productions re- 
ports that at the 1959 half-year end 
it had scored a 26.3-per-cent gain in 


Pulse Top 10 Drama Shows for April 
1—If You Had a Million | MCA 13.0 83 89 
2—Divorce Court Guild 11.6 86 95 
reports Earl Rettig, CNP president, 3—Jeff’s Collie ITC 11.0 5258 
have also been increasing. To date 4—Dr. Hudson MCA 9.0 86 92 
this year CNP has invested $6.5 mil- S—Walter Winchell NTA 8.3 84 91 
lion in new product, while last year’s 6—Star Performance Official 7.2 68 75 
entire investment amounted to over 7—Medic CNP 6.8 79 84 
$8 million. 8—West Point Ziv 5.9 74 78 
9—Night Court Banner 5.5 84 6 
10—Big Story Official 5.3 76 «683 


sales over the comparable period in 
1958. Investments in new productions, 


Ziv’s syndicated sales for the second 
quarter of this year will climb 27 per 
cent over the same period in 1958, 
says Len Firestone, manager of syn- Pulse Top 10 Comedy Shows for April 
dicated sales. The increase was attrib- 
uted to Lock-Up and Bold Venture, as 
well as to renewals on Sea Hunt. 


1—This Is Alice NTA | 132 | 78 82 
2—Three Stooges Screen Gems 10.1 75 
3—People’s Choice ABC 9.9 67 74 


Fil C ‘al 4—Burns and Allen Screen Gems 94 73 «84 
re Seer Cans 5—Glencannon NTA 9.0 73 #7 


FILMACK STUDIOS 6—Amos ’n’ Andy CBS 7.4 39 46 
Completed: East Coast Repair Co. (base- 7—Our Miss Brooks CBS 7.3 10 82 


ments), M. L. Grant; Libby Furniture Co. ° 

(sale), direct; Kingsbury evened (beer), 8—Abbott and Costellc Sterling 7.0 24 «48 
Barnes; General Mills Corp. (muffin mix), 9—Life of Riley CNP 6.9 68 76 
Tatham-Laird; Centlivre Brewing Co. (Alps ~ 7 C 

Brau beer), Martin; Plankington Packing 10—Honeymooners CBS 6.3 69 71 
Co. (ham), Gittens: Toni Co. (Deep ote cet t re a, i 
Magic), North; Continental Casualty Co. 


(“Over 65” insurance), Hartman; Buffalo Pulse Top 10 Mystery Shows for April 





1—U. S. Marshal NTA 18.0 69 74 

HELP WANTED 2—Mike Hammer MCA 16.4 86 94 
ANIMATION SALESMEN—COMMERCIALS, IN- 3—San Francisco Beat CBS 10.9 84 93 
DUSTRIALS AND THEATRICAL SCREEN ADVER- 3—Sheriff of Cochise NTA 10.9 83 87 


TISING. Outstanding European animation firm, : ; 
winner of many international awards and S—N. Y. Confidential ITC 9.9 84 93 


proven American track record. Must have top 6—Decoy Official 9.7 6&2 92 
level contact with agencies and clients—many 7—Badge 714 CNP 8.9 83 88 
areas around country open including New 7—Official Detective NTA 89 | 8 91 
York City. Top commissions. Replies highly 9—City Detective MCA 7.3 8] 


confidential. 
BOX 473 10—Mr. District Attorney Ziv 6.1 73 











38 June 28, 1959, Television Age 





|\SISRRRCERN| FES S| 


Raceway (harness races), Rumrill. 
In Production: Kingsbury Breweries 
(beer), Barnes; Dean Milk Co. (dairy 
booth), Clinton Frank; Mercury Record 
Co. (promotion), direct; Buffalo Raceway 
(races), Rumrill; East Coast Repair Co. 
(kitchens), M. L. Grant. 


GRAY & O’REILLY 

In Production: Block Drug Co. (Rem), 
Gumbinner; Block Drug Co. (Poli-Grip), 
Grey; General Foods Corp. (Tang), Y&R; 
General Tires (tires), D’Arcy; American 
Oil Co. (Amoco), Jos. Katz; Weirton 
Steel Co. (steel), Jay Bonafield. 


LEWIS & MARTIN FILMS, INC. 


Completed: Restonic Mattress Co. (mat- 
tresses), Bozell & Jacobs; Tilton Homes 
Corp. (houses), Morlock. 
In Production: Van Merritt Brewing Co. 
(beer), Bozell & Jacobs. 


NATIONAL SCREEN SERVICE 
Completed: Pontiac Motor Div. GM (cars), 
MacManus, John & Adams; P. Ballantine 
Sons (beer), Esty; Olin Mathieson Corp. 
(fuel), direct; Narragansett Brewing 
Corp. (beer), C&W; 20th Century-Fox 
(Warlock), direct; Approved Toys, Get- 
schel; J. B. Williams Co. (Aqua Velva), 
Parkson; Detroit News, H. B. Doner; Good 
Housekeeping, Grey; Harvester Cigar Co. 
(cigars), EWR&R. 

In Production: Hassenfeld Bros. (toys), 
Grey; RCA (tubes), Lefton; Dow Chemi- 
cal Corp. (Pinkies), MJ&A; ABC-TV 
(show openings), direct; Morton Frozen 
Foods Div. Continental Baking (pies), 
Bates; P. Ballantine Sons (beer), Esty; 
J. B. Williams Co. (Aqua Velva), Parkson: 
British Petroleum Corp., Collyer; National 
Brands Div. Sterling Drug (Fizrin), Comp- 
ton; B-C Remedy Co. (B-C headache pow- 
der), C. Knox Massey. 


PELICAN FILMS, INC. 

Completed: Esso Standard Oil Co. (Flit), 
McCann-Erickson; Robert Hall Clothing 
Co. (clothing), Arkwright; Liggett & Myers 
(L&M), D-F-S; Drinks, Inc. (Nu-Fizz), 
Hoyt; Drackett Co. (Windex), Y&R; Lever 
Bros. (Handy Andy), K&E; RCA (color 
tv), K&E; American Home Foods (Chef 
Boy-Ar-Dee (pizza), Y&R; American To- 
bacco Co. (Lucky Strike), BBDO. 

In Production: ABC-TV (promotion films), 
BBDO; Caltex, direct; Bristol-Myers (Vi- 
talis), DCS&S; Westinghouse Corp. (serv- 
ice), McCann-Erickson; Wonder Baking 
Co. (bread), Bates; Alcoa (Alcoa wrap), 
Ketchum, MacLeod & Grove; Liggett & 
Myers (L&M), D-F-S; Robert Hall Cloth- 
ing (clothing), Arkwright; Quaker City 
Candy Co. (Good ’n Plenty), Bauer & 
Tripp; U. S. Navy, direct. 


TRANSFILM, INC. 

Completed: Whitehall Labs. (Anacin), 
Bates; Brown & Williamson (Viceroy), 
Bates; Boyle-Midway, Inc. (Aero Shave), 
JWT; U. S. Steel Corp. (steel), BBDO; 
Lanolin Plus, Inc. (Wash ’n Curl), EWR& 
R; Vitamin Corp. of America (Rybutol), 
EWR&R; Mennen Co. (various products), 
Crey. 

In Production: Continental Baking Co. 
(Handi-Pie), Bates; Whitehall Labs. (Ana- 
cin), Bates; Food Mfrs., Inc. (Uncle Ben’s 
Rice, M&M candy), Bates; Armstrong 
Cork Co. (tiles), OB&M; Whitehall Labs. 
(Dristan), Houston; Faberge, Inc. (Juliette 
Marglen cosmetics), direct; American 
Motors Corp. (Rambler), GMM&B: RCA 
(video sets), K&E; Corn Products Refin- 
ing Co. (Mazola oil, Karo), L&N; G. R. 
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Advertising Directory of TV SERVICES 





TV FILM TRAFFIC SERVICES 





BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating 
—Editing—Commercial Insertions— 
Storage 
1025 N. Highland Ave., 


Hollywood 38, Calif. 
HOllywood 9-8181 





BONDED T.V. FILM 
SERVICE, INC. 


630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd. OL 4-7575 


The nation’s largest total film service 
for post-production needs 


SPEED e SAFETY @ SATISFACTION 





MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX. 7.2753 DE 7-3761 WE 3-5674 


_Modern facilities 
Trained personnel 
Individual attention 


- in servicing tv after-production needs. 


FILM EQUIPMENT 








S. O. S. CINEMA SUPPLY 
CORP. 


New York City: 602 West 52nd St., 
PL 7-0440 


Hollywood, Calif.: 6331 Hollywood Blvd., 
HO 7.2124 
SALES e RENTALS e SERVICE 
The world’s largest source for film produc- 
tion equipment: Producing, Lighting, 
Processing, Recording, Projection, ete. 
Send for our huge 33rd Year Catalog 





CAMERA EQUIPMENT CO. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
- - - lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 





ANIMALS AND 
ANIMAL DRAWN VEHICLES 


? 








OPTICAL EFFECTS 
AND ANIMATION 





K & W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
ClIrele 5-8080-1-2 
EE EE ee ee Norman Witlen 
View PeemiGemt ....ccccscese Ralph Koch 
OPTICALS ... TITLES . . . SPECIAL 
EFFECTS .. . SLIDE FILMS... 
ANIMATION 
ANIMATION PHOTOGRAPHY 





VIDEART INC. 


343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 


Joe Zuckerman, Pres. 
Optical Effects—Titles 


Complete Animation Facilities 
Animation Consultants 





INSURANCE 


LIGHTING 





CHARLES ROSS, INC. 


333 West 52nd Street, New York 19, N_Y, 
ClIrele 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES e SERVICE e RENTALS 





TRANSCRIPTION AND 
RECORDING SERVICES 





REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N_Y, 
ORegon 9-3550 


Complete transcription and film recording 
facilities. 





MUSICAL COMMERCIALS 
AND TV BACKGROUNDS 





JEROME J. COHEN, INC. 
(Jerry & Ron) 
225 West 34th St. New York 1, N. Y. 
CH 431278 
RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 





TALENT AGENCIES 


FAILLACE PRODUCTIONS, 
INC 


59 East 54th Street, New York 22, N.Y, 
ELdorado 5-1752 
President—Tony Faillace 
Commercials for: Maxwell House Coffee, 
Ford, Peter Paul Mounds, Parliament 
Cigarettes, Ponds, Phillies Cigars, Post 
Cereals, Tide, Nab, ete. 





FOSTER-FERGUSON 


(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 





TROPHIES & AWARDS 





CUSTOM TROPHY MFG. CO. 


5017 W. Exposition Blvd. 
Los Angeles 16, Calif. 


Sales Incentive Awards 
Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 
Write for Free Catalog. 





CHATEAU THEATRICAL 
ANIMALS 


608 West 48th Street, New York, N. Y. 
CIrele 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM A GOAT CART TO A 
STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 
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SCREENING ROOMS 





PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
CIrele 6-0865 


President .......... William B. Gullette 
l6mm, 35mm; magnetic or optical; all 
interlock combinations. 


All facilities available 24 hours a day. 






Editing equip- 
ment and facilities. Film storage vaults. 


TELEPHONE ANSWERING 





TELEPHONE MESSAGE 
SERVICE 
222 E. 56th St., New York, N. Y. 
PLaza 9-3400 
Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 





FASHION COORDINATOR 





JOAN BARNES 
72 E. 79th Street, New York 21. N. Y. 


Stylist of backgrounds, fashion coordin® 
tor of programs and tv commercials and 
designer of set interiors. 
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Kinney Shoe Co. (shoes), F. G. Sawdon; 
Scripto, Inc. (pens, pencils), JWT; Gen- 
eral Foods Corp. (instant Sanka), Y&R; 
U. S. Steel Corp. (steel), BBDO; Louis 
Marx & Co. (toys), Bates; Aluminum Co. 
of America (Alcoa), F&S&R; Miles Labs. 
(Nervine, Ariden), Wade; Esquire, Inc. 
(Coronet), Grey; Chunky Chocolate Corp. 
(candy), Grey; Chock Full O’Nuts Co. 
(coffee), Grey; Procter & Gamble (Lilt), 
Grey; Alberto Culver Co. (Silken Rinse, 
New Dawn, Rinse Away), Wade. 


TV CARTOON PRODUCTIONS 


Completed: Pacific Tel & Tel Co. (long 
distance), BBDO; Kilpatrick’s Bakeries 
(bread), Reinhardt Adv.; J. A. Folger Co. 
(instant coffee), Harris, Harlan & Wood; 
KQED-TV (promotion film), direct; Ingram’s 
Food Co. (Red’s tamales), Cappel, Pera & 
Reid; Safeway Stores, Inc. (eggs), direct: 
California Spray Chemical Corp. (Ortho 
lawn spray), McCann-Erickson; Pacific 
Plywood Co. (Par-tile), Porter. 

In Production: Williams Bakery (bread), 
Reinhardt: Kilpatrick’s Bakeries (bread), 
Reinhardt; Pacific Plywood Co. (Par-tile), 
Porter. 


UPA PICTURES INC. 


Completed: Carling Brewing Co. (Stag), 


E. H. Weiss; Canada Nut Co. (Squirrel 
peanut butter), James Lovick; Carling 


Brewing Co. (Black Label), Lang, Fisher 
& Stashower; Speedway Petroleum Co. 
(Speedway 79 gas), W. B. Doner; Rich- 
field Oil Co. (Boron gas), Hixson & Jor- 
genson; Christie, Brown & Co. (Christie’s 
Biscuits), McCann-Erickson; Standard Oil 
of Indiana (Permalube), D’Arcy; Mars, 
Inc., (Mars candy), Knox Reeves; Montag 
Bros., Inc. (Blue Horse school supplies), 
Harris & Weinstein; John J. Nissen Bak- 
ing Co. (Old Home bread), Hoag & Pro- 
vandie; Aristo Dry Cleaners, M. Belmont 
Ver Standig; Gold Medal Candy Corp. 
(Bonomo’s Turkish Taffy), MLW&S; Hot 
Shoppes, Inc., M. Belmont Ver Standig; 
Gunther Brewing Co. (Gunther, Fort Pitt 
beers), L&N. 


U. S. PRODUCTIONS 


Completed: Johnson 
prin), Frohlich: Famous Artists 
(art course), Gumbinner; Cities 
Oil Co. (institutional), Ellington. 
In Production: Howard Johnson (restau- 
rant), Ayer; Cities Service Oil Co. (insti- 
tutional), Ellington. 


(Liqui- 
School 
Service 


& Johnson 


WONDERLAND PRODUCTIONS 


Chemical Oil Co. (Poly- 
Ernie Porter Chevrolet Co. 
Descoware Corp. (cook- 


In Production: 
tron), Kellogg: 
(cars), Neale: 
ware), Neale. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Lipton Tea Co. (instant tea), 
Y&R; General Electric Corp. (rotisserie 
oven), Y&R: W. A. Sheaffer Pen Co. 
(Skripwriter), BBDO; Whitehall Labs. 
(Bisodol), SSC&B; Carter Products, Inc. 


(Nair), Bates; Texaco Co. (gasoline), 
C&W; U. S. Rubber Co. (Royal tires), 


F. D. Richards. 

In Production: General Electric Corp. (re- 
frigerators, freezers), Y&R: Nationwide In- 
surance Co. (insurance), Ben Sackheim. 


News (Continued from page 19) 


totaled $670,180, as against $46,688 
last year. Building material, equip- 
ment and fixtures jumped from 
$556,134 in 1958 to $1,090,009. Con- 
fectionery and soft drinks were up 
from $3,220,606 to $4,381,345. Food 
and food products climbed from 


Network Television Advertisers by Product Classification 


0. Colgate regular and aerosol 


dental cream 
7. Bayer aspirin 
8. Phillies cigars 
9. Winston cigarettes 
10. L&M filter cigarettes 
11. Kent cigarettes 
12. Camel cigarettes 
13. Plymouth passenger cars 
14. Viceroy cigarettes 
15. Handy Andy cleaner 


Leading companies in network tele- 


April 1959 Jan.-Apr. 1959 
Agriculture & farming ~ 187,196 $ 670,180 
Apparel, footwear, accessories 618,877 1,644,000 
Automotive, accesor., equip. 4,154,195 15,679,299 
Beer, wine & liquor 278,486 1,509,070 
Building, equip., fixtures 275,890 1,070,009 
Confectionery, soft drinks 796,706 4,381,345 
Consumer services 295,893 1,368,009 
Entertainment, amusement 226,920 226,920 
Food, food products 9,218,553 40,188,475 
Freight, ind., agric. develop. 78,260 155,103 
Gasoline, lub. & other fuels 588,202 1,288,210 
Horticulture 105,055 143,843 
Household equip., supplies 2,667,693 9,260,515 
Household furnishings 517,804 1,303,464 
Industrial materials 1,639,576 7,281,814 
Insurance 1,017,898 3,688,566 
Jewelry, optical goods, cameras 1,523,409 3,526,614 
Medicines & remedies 5,112,581 24,621,709 
Office equip., stationery, etc. 414,978 1,539,240 
Political -- -- 
Publishing & media - 
Radios, tv sets, phonos, etc. 571,990 2,066,062 
Smoking materials 6,058,733 25,959.996 
Soaps, cleansers, polishes 6,018,949 23,016,140 
Sporting goods, toys 226,909 832,311 
Toiletries & toilet goods 3,659,125 33,812,029 
Travel, hotels & resorts 77,847 549,310 
Miscellaneous 408,885 2,638,745 
Total $ 52,040,620 $208.521,038 


LNA-BAR: Gross time costs only 


$35,838,722 to $40,188,475. House- 
hold equipment and supplies were up 
from $7,508,576 to $9,260,515. Insur- 
ance network advertising for the 
period increased from $2,351,487 to 
$3,688,566, and medicines and pro- 
prietary remedies from $20,189,713 
to $24,621,709. 

Smoking-material advertising was 
up sharply from $19,351,277 to 
$25,959,996, and soaps, cleansers and 
polishes climbed from $21,850,903 to 
$23,016,140. There were a few de- 
creases, most notable of which was 
the drop in network advertising of 
automotive, automotive accessories 
and equipment from $20,466,072 to 
$15,679,299 (see chart on this page). 

April brand leaders in network ad- 


vertising were: 


1. Ford passengers cars $ 738,988 
2. Anacin tables 735,544 
3. Chevrolet passenger cars 687,037 
4. Tide 673,039 
5. Gleem regular and aerosol 

toothpaste 651,618 


vision advertising for April were: 


1. Procter & Gamble Co. 
2. Lever Bros. Co. 
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598,775 
550,216 
530,481 
505,767 
497,341 
475,552 
475,233 
454,290 
442,915 
440,529 

































































Jan.-Apr. 1958 
$ 46,688 
1,270,000 
20,466,072 
2,235,626 
556,134 
3,220,226 
1,442,049 
212,616 
35,833,722 


997,234 
274,554 
508,576 
128,144 
851,724 
2,351,487 
3,402,604 


ON Ae -~) 


2C 


189,713 
281,489 
66,174 
530,881 
2,697,592 
19,351,277 
21,850,903 
552,437 
32,796,172 
808,506 
2,351,420 


NO 


$191,384,199 


$4,691,463 
2,742,586 





Age 





3. American Home Products 


Corp. 2,158,552 
4. Colgate-Palmolive Co. 2,015,795 
5. General Motors Corp. 1,998,166 
6. General Foods Corp. 1,721,491 
7. R. J. Reynolds Tobacco 1,300,104 
8. Sterling Drug 1,145,873 
9. P. Lorillard Co. 1,108,873 
10. Ford Motor Co. 1,024,145 


11. Liggett & Myers Tobacco 1,018,458 


12. General Mills 1,008,565 
13. American Tobacco Co. 957,900 
14. Bristol-Myers Co. 936,385 
15. Gillette Co. 923,674 


‘The Advertising Coin’ 

In a realistic appraisal of advertis- 
ing in all its phases, Fairfax M. Cone, 
chairman of the executive committee 
of Foote, Cone & Belding, told the 
opening session of the Advertising 
Federation of America’s 55th annual 
convention in Minneapolis earlier this 
month that “the thing I think we must 
avoid at all cost of invention is any- 
thing in advertising that attempts to 
force attention quite without reward.” 

Among other things, Mr. Cone 
brought out both sides of the “adver- 
tising coin.” “If,” he said, “$100,000 
for a half-hour television 
sounds like a lot of money (which it 


program 


is), consider that the average pro- 
gram is tuned-in in more than 10 mil- 
lion homes. To reach the same num- 
ber with a letter would cost $400,000 
just for mailing. 

“The other side of the advertising 
coin is equally easy to read,” con- 
tinued the FC&B executive. “If all 
television advertising for, let us say, 
Kleenex tissues on The Perry Como 
Show and Playhouse 90 were to be 
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there is no coin small 
enough to pass along the difference to 
consumers when they buy a package.” 

Regarding commercials, Mr. Cone 
stated that when one watches a tv 
show, 


eliminated, 


“the commercials are an inter- 
ruption. But so, in a sense, is all ad- 
vertising; and our challenge is to see 
that the interruptions are welcome 
and worthwhile. | am aware that this 
is a large order. However, it is not too 
large. 

“For every interrupting, annoying 
television commercial you can point 
out, I will name one that is interrupt- 
ing, if you please, but also friendly 
and warm and entertaining, and do- 
ing a selling job. A prime example 
lies in the great Hamm’s beer com- 
mercials, where watching each lead-in 
and each close, with the happiest ani- 
mals anywhere, pays amply for your 


attention to the pleasant, pointed 
sell.” 
Citing other examples of “happy 


interruptions,” Mr. Cone went on to 
say: “And if you think that unpleas- 
ant subjects can’t be happily handled, 
too, I urge you to remember the Raid 
commercials for the Johnson Wax in- 
secticides, which pack their punch 
with whimsy. 

“Nor need everyone begin or end in 
entertainment. The live-action, wholly 
serious television advertising for 
Wheaties and for Kraft cheeses 
margarines and confections are 


and 
two 
other endless series in good taste . 

“. . . the air sometimes reeks with 
sivetiidier that is unpleasant and ob- 
trusive; and, worst of all, unreward- 
ing. The reason, I am convinced, is a 
lack of imagination, rather than of 


good intention. Or, perhaps, a disdain 


| for some of the critics of advertising 


—for the great unreason of their 
blanket condemnation.” 

Stressing the avoidance of anything 
in advertising that attempts to force 
attention without being rewarding, 
Mr. Cone asserted: “Fortunately, the 
majority of advertising does just this. 
Were anything else the case, adver- 
tising would have ceased to be a factor 
long ago. Nothing could have saved 
it in the face of wide disinterest.” 


Hamm No. I Again 


Hamm’s beer held on to first place 


for the second consecutive month in 
the American Research Bureau’s 
monthly survey of the best-liked com. 
mercials on television. The May tally 
found the top five commercials (in 
point of popularity) on the list in pre. 
cisely the same order as they appeared 
in the April line-up—Piel’s in the 
runner-up spot, Ford in third place, 
Alka-Seltzer in fourth (for the seventh 
straight month) and Handy Andy in 
the fifth slot. 

Three commercials made _ their 
debut on the ARB listing this time, 
Viceroy cigarettes and Scotch Tape 
both ranked 18th in their initial ap 
pearance, and Johnson’s baby powder 
came on in the 22nd spot. 

Three consistent favorites failed to 
show up on the May survey. Maypo, 
which had topped the list in March 
and had placed in the top 10 for the 
past seven months, dropped off the 
list completely. Chesterfield cigarettes, 
another contender for seven months 
running, and General Electric also 
missed out this month. 

Advances from last month’s stand- 
ing were made by Winston cigarettes, 
moving up from 13th place to sixth; 
Falstaff beer, jumping from 16th to 
ninth; Stag beer, coming forward 
from 13th to ninth; Chevrolet, gain- 
ing two positions to rank ninth this 
time, and Mr. Clean and Gillette, both 
moving up a notch into the 12th and 
17th spots, respectively. 

Commercials that declined in popu- 
larity included Dodge, slipping back a 
place to seventh; Seven-Up, dropping 
from ninth to 12th; Burgermeister, 
falling from 11th to 18th, and L&M 
cigarettes, taking the biggest slump in 
going from ninth in April to 22nd in 
May. 

The monthly best-liked-commercial 
survey is based on ARB’s National 
Report. Results were tabulated from 
diaries placed during the week of May 
1-7, with each diarykeeper asked to 
note his favorite tv commercial for 
the survey week. As always, the re- 
sults reflect only the personal prefer- 
ence for a particular commercial, not 
its sales effectiveness. 

Best-Liked Ty Commercials 

Based on ARB’s National Diary Sample, 

May 1-7, 1959 
Rank Commercial and Agency 


1. Hamm—Campbell- Mithun 
(Continued on page 56) 
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Television Age Network Program Chart—Nighttime 



































PM | MONDAY TUESDAY WEDNESDAY THURSDAY 
ABC cBs NBC ABC CBs NBC ABC CBs NBC ABC css 
| 
6:15 | 
| | | 
| | | | 
+} 4 ___ = 
| ] 
aa News Texaco, News | Texaco, News Texaco, om News 
sd | Amer, Home Huntley- ate Ses | Equitable | Hunttey- bie Ooty Carter Huntley- ate Sas Amer. Home 
me KM Brinkley | “*S | DuPont | _ Brinkley : . | alt weeks | Brinkley 
7:00 |~ | Report ¥ i | Report T sust Report 
tama 
715 
News News News News 
7:30 }— a = -—~ _+— + + 
Name That Music for a TBA 
7:45 Tune eer Stars In Dragnet Summer Night ee 
Whitehall — Action _— a 
sus sus! 
Polka Go Cheyenne = 
+——feund- T — T T T ‘Wagon Train 
8:00 | Sugarfoot Repeat 
The Texan | Steve Canyon 
meen & Restless Gun | Playhouse of Liggett & Zorro December 
“ alt Mystery Myers Keep Talking 7-Up Bride 
| W'mson Drug 
| Bsc Sterling Drug sust Repeat Research A.C. Spark Gen, Foods 
| Repeat alt Corp. Plug 
5 = : a 4 sust 4 
8:30 | _ pn 
| Tales of F ers Show Ozzie & Trackdown 
Father Know: To Tell the p 
ould Seni | hee * | Wells Fargo Wyatt Earp Truth Harriet Socony-Mobil , ‘ —— 
8:45) Ralston a American P&G Cart gett & Eastman American eal McCoys erringer 
word Tobacco alt Gen. Mills — Kodak Tobacco P&G S. C. Johnson 
Scott Marlboro 
| Buick Quaker 
\ a SSS ESS ee ES EE =: ee 
9:00 | T T 
Pantomime | Fronti Peck’s Bad Californians The Zane Grey 
} Jestion Peter Gunn Rifleman Girl Repeat Donna Reed Millionaire — Ss * Theatre 
9:15 | cen Fr Bristol-Myers Pharma- | GE ote 7/21 Campbell Colgate- 8. ©, Johnson 
oods | Miles : 
| 5 | Repeat ceuticals sust P&G Palmolive Fn sl Gen. Foods 
a } } ———— : 4 4 } 
* h | Bob 
Josep , 
Cotton | ——. Naked City Spotlight —- a ! i Hae A | Bat Masterson See 
9:45 Show | Brown & Playhouse ow Kraft orillar 
Gen. Foods | PR ll Williamson Pet Milk I. J. Reynolds R. J, Reynolds 
Top Pro Golf | ‘Sanaa Whitehall S. C. Johnson Repeat 
| tent Pret +=" — ; + 
6 | Arthur David Niven 
& Rubber | 
| Murray Party Show 
| | : Singer Sewing This ts Your _ 
10:15 | P. Lorillard a Machine Armstrong Life A Playhouse 90 
| | alt Pha — alt Wednesday _ Circle Theatre P&G 
Desitu oe Flit Repeat Night Fights Armstrong Repeat 
30 = - a — + t Miles +—@ork—taity 
10: T Playhouse T Williams B & U. S. Steet 
Westinghouse wow, - 5. Stee 
| Show Williamson Hour 
| U. 8, Steel 
| 
#00 F 4 } } } 
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Nighttime Index 


Accused ABC W 9:30 

Adventures of Rin Tin Tin ABC F 
7:30 

Alcoa Presents ABC Tu 10 

Alcoa& Goodyear Theatre NIC M 9:30 

7 Hitchcock Presents CLS Sun 


Andy Williams Show CBS Tu 10 
Revion, Kellogg, PPG 

Armstrong Circle Theatre CBS W 10 

Arthur Murray Party NBC M 10 

Bat Masterson NBC W 9:30 

The Best of Groucho NBC Th 10 

Best Westerns NBC F 9:30 

The Big Picture ABC Sat 10 

Black Saddle NBC Sat 9 





Bob Cummings Show NBC Tu 9:30 





Bold Journey ABC M 8:30 
Brenner CBS Sat 9 

Buckskin NBC M 7:30 

The Californians NBC Tu 9 
Cavaicade of Sports NBC F 10 
Chet Huntley Reporting NBC Sun 


6:30 

The Chevy Show NBC Sun 9 
Cheyenne ABC alt Tu 7:30 

Johnson & Johnson, Ritchie 
Colt .45 ABC Sun 9 
Cimarron City NBC Sat 9:30 
Conquest CBS Sun 6 
The D.A.’s Man NBC Sat 10:30 
David Niven Show NBC Tu 10 
Deadline For Action ABC Sun 9:30 
December Bride CBS Th 8 
Desilu Playhouse CES M 10 
Dick Clark Show ABC Sat 7:30 
Donna Reed ABC W 9 








Dragnet NBC Tu 7:30 
The Ed Sullivan Show CBS Sun 8 
Ellery Queen NBC F 8 
Father Knows Best CBS M 8:30 
Frontier Justice CBS M 9 
G. E. Theatre CBS Sun 9 
Gunsmoke CBS Sat 10 
Have Gun, Will Travel CBS Sat 9:30 
1 Love Lucy CBS F 8:30 
i've Got A Secret CBS W 9:30 
Jackpot Bowling NBC F 10:45 
Jimmy Rodgers Show NBC Tu 8:30 
John Daly & News ABC M-F 6:45 
Joseph Cotton Show CBS M 9:30 
Jubilee U.S.A, ABC Sat 8 

Hills Bros., Williamson-Dickie, 

Massey-Ferguson 
Keep Talking CRS W 8 
Kraft Music Hall NBC W 9 
Lassie CBS Sun 7 





Lawless Years NBC Th 8 

Lawman ABC Sun 8:50 

Lawrence Welk’s Dodge 
Party ABC Sat 9 

Leave It To Beaver ABC Th 9 

Loretta Young Presents NBC Sun 10 

Lux Playhouse CBS alt F 9:30 

M Squad NBC F 9 

Markham CBS fat 10:30 

Masquerade Party NBC Th 10:30 

Maverick ABC Sun 7:30 

Meet McGraw ABC Sun 10:30 

Meet the Press NBC Sun 6 

Mid-Western Hayride NBC Sun 7 

The Millionaire CBS W 9 

Music For a Summer Night ABC W 
7:30 

Naked City ABC Tu 9:30 

Name That Tune CBS M 7:30 


Dancing 









Notes: 


Participating programs and other programs having more than two spon- 


sors, names of sponsors appear with alphabetical listing below chart. 


FRIDAY 
ABC 


SATURDAY 
ABC 


SUNDAY 
ABC 








Texaco, 
Huntley- 
Brinkley 

Report 


John Daly 
News 


Adventures of 


Rin Tin Tin 
Texas Rodeo A 
sust Nabisco 


Lawless Years 
Repeat 


Walt Disney 
nts 


Too Young te 
Go Steady 
Oldsmobile 


Bachelor 
Father 


T 
ig ombstone 


Territory 
Lipton 





News 
Parliament 


Phil Silvers 
Show 


R, J. Reynolds 
Philip Morris Schick 


Texaco, 
Huntley- 
Brinkley 

Report 


Dick Clark 
Show 
Beechnut 


Reckoning 


Wanted— 


Brown & 
W'mson 


M Squad 
American Brenner 
Tobacco Lever 

alt G-E Lawrence 
Welk’s Dodge 


Dead or Alive 
Bristol-Myers 


Conquest 
sust 


Twentieth 
Century 
Prudential 


You Asked 
For it 
Skippy 


Lassie 
Campbell 
Soup 


People Are That's My 


Funny Boy 
R. J. Reynolds om 
Toni 


Repeat Maverick 
Kaiser 


Drackett 


The Ed 


Mercury 
Fastman- 


Lawman Kodak 


R. J. Reynolds 
Gen. Mills 


BI 
peed G, E. Theatre 
General 
Electric 


alt Colt .45 
Colgate P&G 


Sullivan Show 
-  Tdneeln- - 


21 Beacon St. 


The Best of 
Groucho 


Toni 
Repeat 


Lux Playhouse 
alt 
Best Westerns 
Stripe 
Playhouse 
Lever 


The Lineup 
P&G Cavalcade of 
Sports 

Gillette 


Orig. Amateur 
our 
Pharma- 


Dancing Party 
Dodge 


The Big 
Picture 


Have Gun, 
Will Travel 
Lever Cimarron 
Whitehall City 
Flit Deadline for 
Consolidated Action 
Cigars Spot Carrier 
Repeat 


Gunsmoke 
Liggett & 
Myers 
Remington 
Rand 


The D.A.’s 


Markham Man Meet McGraw 


Alfred 
Hitchcock 
Presents 
Bristol-Myers 


Richard 
Diamond 
P. Lorillard 


What's 
My Line 





ews CBS M-F 6:45; 7:15 
Whitehall, Parliament, DuPont, 
Gen. Foods, Carter, Equitable 
orthwest Passage NBC F 7:30 
Driginal Amateur Hour CBS F 10:30 
Dzzie & Harriet ABC W 8:30 
Pantomime Quiz ABC M 9 
Peck’s Bad Girl CBS Tu 9 
People Are Funny NBC Sat 7:30 
Perry Presents NBC Sat 8 
American Dairy, Noxzema, RCA, 
Kimberly-Clark, Sunbeam, Chem- 
strand, Whirlpool 
ete Kelly’s Blues NBC Sun 8:30 
Peter Gunn NBC M 9 
Phil Silvers Show CBS F 9 
Playhouse 90 CBS Th 9:30 
Kimberly-Clark, American Gas 
Assn., All State Insurance, R. J. 
Reynolds, Renault 


ceuticals 


| Bayuk Cigars 


Schlitz 
Jackpot 


Bowling 





Playhouse of Mystery CBS Tu 8 
Polka Go Round ABC M 7:30 
The Price Is Right NBC W 8:30 
Rawhide CBS F 7:30 
Lever, Pharmaceuticals, 
ment 
Real McCoys ABC Th 8:30 
Reckoning CBS Sat 7:30 
Parliament, Sterling, Drug, Gulf, 
Hamm, Colgate 
Restless Gun NBC M 8 
Richard Diamond CBS Sun 10 
Rifleman ABC Tu 9 
Miles, Ralston, P&G 
Rough Riders ABC Th 9:30 
77 Sunset Strip ABC F 9:30 
American Chicle, Carter Prods., 
Whitehall, Ritchie 


Parlia- 


Sunbeam 
Kellogg 


L&M Alberto-Culver 
Repeat 


Special 
Whiteha!! 
Carter 





Spotlight Playhouse CBS Tu 9:30 

Steve Canyon NBC Tu 8 

Stripe Playhouse CBS alt F 9:30 

Sugarfoot ABC alt Tu 7:30 
American Chicle, R. J. Reynolds 

Sunday News Special CBS Sun 11 

Suspicion NBC Sun 7:30 

Tales of Wells Fargo NBC M 8:30 

Texaco, Huntley-Brinkley Report NBC 

M-F 6:45 

The Texan CBS M 8 

Texas Rodeo NBC Th 7:30 

That’s My Boy CBS Sun 7:30 

This Is Your Life NBC W 10 

To Tell the Truth CBS Tu 8:30 

Tombstone Territory ABC F 9 

Too Young to Go Steady NBC Th 8:30 

Top Pro Golf ABC M 9:30 

Trackdown CBS W 8:30 


| Sunday News | 


Chet Huntley 
Reporting 
sust 


Suspicion 
sust 


Pete Kelly’s 
Blues 
Liggett & 
Myers 
alt sust 


Loretta Young 
Presents 
P&G 





Twentieth Century CBS Sun 6:30 

21 Beacon St. NBC Th 9:30 

Twilight Theatre CBS W 7:30 

U, S, Steel Hour CBS W 10 

Wagon Train NBC W 7:30 
Ford, National Biscuit, 
Reynolds 

Walt Disney Presents ABC F 8 
Quaker, Reynolds, Hills Bros., 
Hudson Pulp & Paper 

Wanted—Dead or Alive CBS Sat 8:30 

Wednesday Night Fights ABC W 10 

What's My Line CES Sun 10:30 

Wyatt Earp ALC Tu 8:30 

Yancy Derringer CBS Th 8:30 

You Asked For It ABC Sun 7 


Zane Grey Theatre CBS Th 9 
Zorro ABC Th 8 


R. J. 










































puppets or products — everything springs to life 
in living color on the NBC television network 








Daytime Index 


Across the Board ABC M-F 12 
Adventure Time ABC Tu, Th 5:30 
Goodrich, Perkins, Miles 
Adventures of Robin Hood CES Sat 
11:30 
American Bandstand ABC M-F 4 
Minnesota Mining, Armour, North- 
am Warren Corp., Old London 
G . Gen. 
Welch, Beechnut, Pepso- 
dent, Block Drug, Carters, Fifth 
Ave. Candy, Rolley Suntan, Clear- 
sil, Mennen, Hollywood Candy, 
Toni, Gaylord, Drug Research 
As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Pillsbury, Swift 
Baseball Games of the Week CIS Sat 
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SUNDAY 
ABC 








On The Go 


| 
Dough-Re-Mi 
sust | 


——______—__ 


| The Price is 


1 Love Lucy Right 


Tep Dollar 


| Concentration 
Colgate 


Tic Tac 


Across the Deugh 


Love of -Life 
Board ; 


Search For 
Temorrow 
P&G You 
Pantomime [The Guiding Guiding 
Quiz | Light 


it Could Be 


& Sun 1:30 
State Farm Mutual Ins., Falstaff, 
Colgate, Gen. Mills 
Beat the Clock ABC M-F 3 
Gen. Food, Lever, Beechnut, 
Drackett, Toni, Johnson & John- 
son, Armour, Amer. Home Foods 
The Big Payoff CBS M. W. F 3 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 
Captain Kangaroo CBS Sat 9:30 
College News ABC Sun 1 
Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Armour, 
Brillo, Frigidaire, Heinz, Miles, 
Nabisco, Nestle, Whitehall, Bauer 
& Black, Ponds, Brown & W’mson 
County Fair NBC M-F 4:30 
Sterling, Lever, Gen. Mills, Frigi- 
daire, Heinz, Lipton 





Captain 


Dart 


Mighty Mouse 
Playhouse 
Gen. Foods 
Colgate- 

—Talmorive— 


Heckle & 
Jeckle 
Gen. Mills 


Fury 
Borden 
zen. Foods 


Adventures of 
Robin Hood 
Colgate- 
Palmolive 


Circus Boy 
Mars alt 
sust 


True Story 
Sterling 
alt sust 


Uncie Al 
Show 
Nat. Biscuit 
Detective's 
Diary 
Sterling 
alt sust 


Mr. Wizard 


Court of Human Relations NBC M-F 
2:30 

Day in Court ABC M-F 2 
Johnson & Johnson, Amer, Home 
Foods, Gen. Focds, Drackett, 
Beechnut, Lever 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 
Armour, Nabisco, Brown & W'mson 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Miles, At- 
lantis, Pet afilk, Pillsbury, White- 
hall 


Eye on New York CBS Sun 11 

Face the Nation CBS Sun 5:30 

For Better or Worse CBS M-F 2 

Frontiers of Faith NBC Sun 5:30 

Fury NBC Sat il 

Gale Storm ABC M-F 2:30 
Armour, Gen. Foods, Beechnut, 


Lamp Unto 
My Feet 
sust 


Look Up 
& Live 
sust 


Eye On N.Y. 
sust 


Camera Three 
sust 


Johns Hopkins 
File 7 


College News 





Amer Home Foods, Drackett, 
Johnson & Johnson, Lever 
The Guiding Light CBS M-F 12:45 
Heckle & Jeckle CBS Sat 11 
House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 
Atlantis, Carnation, Pillsbury, 
A. E, Staley, Swift Derby 
Howdy Doody NBC Sat 10 
1 Love Lucy CBS M-F 11 
Lever, Gen, Foods, Gerber, Block 
Drug, Scott, Dow Chemical, Ko- 


dak, Toni 
It Could Be You NBC M-F 12:30 
Whitehall, Ponds. P&G, Alberto- 
Culver, Armour, Nestle, White- 
hall, Corn Products, Brillo, Na- 
bisco, Miles, Standard Brands 
Johns Hopkins File 7 ABC Sun 12:30 


Drackett, 


arber, Block 
smical, Ko- 


r 12:30 

G, Alberto- 
tle, White- 
Brillo, Na- 
rd Brands 
> Sun 12:30 


MONDAY-FRIDAY 
ABC CBS 


SATURDAY 


NBC ABC CBS 


SUNDAY 


NBC ABC cBS 





World Turns 


pf 


For Better 


As The | 
| 
| 

or Worse 


Day in Court 
part | 


f- 


| House Party 


The Big 
Beat The Payoff 
Clock 
part | 


= 4 


‘a 
M, W, F 
Colgate- 
| Palmolive 

| General Feods 

Who Do You 

Trust The Verdict 

part is Yours 


+ 


| The Brighter 
American | Day 


Randstand | P&G 
part (to 5:30) [The Secret 
Storm 
[i  .5 
| 
| The Edge of 
Night 


+ 


Adventure 
Time T, Th 
Mickey Mouse 

M, W, F 

Dart 





Lamp Unto My Feet CBS Sun 10 
The Last Word CBS Sun 5:00 
Leo Durocher’s Warmup NBC Sat & 
Sun 1:45 
The Lone Ranger ABC Sun 5:30 
Cracker Jacks, Gen. Mills, Fritos 
The Lone Ranger CIS Sat 5:30 
Look Up and Live CBS Sun 10:30 
Love of Life CLS M-F 12 
American Home Prods, Block 
Drug, Toni, Dow Chemical, Lever, 
Scott, Atlantis, Gen, Mills 
Major League Baseball NBC Sat & 
Sun 1:55 
Bayuk, 
Brewing 
Mickey Mouse ABC M, W, F 5:30 
Gen. Mills, Goodrich, Bristol 
Myers, Perkins, Mattel, Miles 


Anheuser-Busch, Nat. 


+ =o 


Baseball 
Games 
of the Week 


Queen for a 
Day 





Court of 
Human 
Relations 


Youna 
Dr. Malone 
sust 


Split 
Personality 


Truth or 


Consequences 


Race of 
the Week 
sust 


County Fair 


The Lone 
Ranger 
Gen. Mills 





Mighty Mouse Playhouse CBS Sat 
10:36 

Mr, Wizard NBC Sat 1 

Music Bingo ABC M-F 1 

On the Go CBS M-F 10 

Open Hearing ABC Sun 3 

Pantomime Quiz ABC M-F 12:30 
Armour, Gen. Foods, Lever 

Paul Winchell Show ABC Sun 5 

The Price is Right NBC M-F 11 
Ponds, Lever, Sterling Drug, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Al- 
berto-Culver, Miles, Corn Prods, 
Gen, Mills, Armour 

Queen for a Day NBC M-F 2 
Alberto-Culver, Miles, 
Armour 


Nabisco, 


Leo Baseball 
Durocher’s Games 
Warmup of the Week 


Major League 
Baseball 
(start time 
varies) 


| 
| 
| 
| 
| 


Open Hearing 


The Last 
Word 

Hartz Mtn, sust 
Prods. 


Paul Winchell | 
Show 


Face the 
Nation 
sust 


Lone Ranger 








Race of the Week CBS Sat 4 

Ruff & Reddy NBC Sat 10:30 
Borden, alt wks Mars, Gen. Foods 

fam Levenson Show CBS M-F 10:30 
Standard Brands, Hoover, U. 8. 
Steel 

Search For Tomorrow CBS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Home Prods, Gen. Mills, 
Scott 

Split Personality NBC M-F 3:30 

Tic Tac Dough NBC M-F 12 
Ponds, P&G, Standard Brands, 
Heinz, Alberto - Culver, en. 
Mills, Sunshine, Brown & W'mson 

Top Dollar CBS M-F 11:30 

Treasure Hunt NBC M-F 10:30 
P&G, Lever, Alberto-Culver, Frig- 
idaire, Armour, Corn Products, 


Major League 
Baseball 


Frontiers of 
Faith 


sust 


Heinz, Gen. Mills, Sterling, 
Whitehall 

True Story NBC Sat 12 

Truth or Consequences NBC M-F 4 
Sterling, P&G, Standard Brands, 
Corn Prods, Alberto-Culver, 
Whitehall 

Uncle Al Show ABC Sat 12 

The Verdict is Yours CBS M-F 3:30 
Standard Brands, American Home 
Prods. Lever, Carnation, Swift, 
Gen. Mills, Toni, 8. C, Johnson, 


Sterling Drug, Scott, Atlantis, 
Hoover 

Who Do You Trust ABC M-F 3:30 
Drackett, Armour, Johnson & 
Johnson, Amer, Home Foods, 
Toni, Lever, Amana, Gen, Foods, 
Beechnut 


Young Dr, Malone NBC M-F 3 
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Trans-Lux (Continued from 33) 


trology to zoology. These were ac- 
quired three years ago, when the 
company was formed. Although dol- 
lar figures are not available, it is in- 
teresting to note that the tv firm con- 
tributed to the earnings of its parent 
company for the first time this year. 

Significantly, it wasn’t until this 
black-ink position was approached 
that Trans-Lux TV made another ma- 
jor program investment. With Felix 
the Cat well on the way toward be- 
coming an overnight hit, it’s entirely 
possible that still other heavy invest- 
ments will be made. 

With the Encyclopedia Brittanica 
library getting new subjects at the 
rate of approximately 70 per year 
(many of them in color), the package 
ultimately may be one of the largest 
in the business. When it was ac- 
quired, Mr. Carlton was able to 
break the huge collection down into 
more than 100 different program- 
ming formats, which are suggested 
to stations as ways of getting the 
most out of the library. At present, 
over 70 top markets have purchased 
the full EBF library. 

The young company is only one of 
many subsidiaries owned by the 
Trans-Lux Corp. All told, some 30 
corporate units are involved in the 
operation, reaching in a variety of 
ways into the communications and 
entertainment industry. The compa- 
ny is almost 40 years old, and in its 
development over those years exhib- 
ited a sense of timing and a care in 
planning not always associated with 
the entertainment industry. 

Trans-Lux Corp. was founded by 
the late Perey Norman Furber, pio- 
neer industrialist in the development 
of Mexican silver and oil. At 55 he 
became interested in slide-projection 
techniques, and purchased patents and 
pushed the development of the rear- 
screen projector. In 1920 Mr. Furber 
formed Trans-Lux Daylight Picture 
Screen, Inc., and embarked upon the 
manufacture of small rear-screen 
projection equipment suitable for 
churches and schools. In 1923 the 
first Trans-Lux “movie ticker” made 
its appearance on the floor of the 
New York Stock Exchange, and today 








variations of the Trans-Lux ticker 
have become standard equipment in 
almost every exchange and brokerage 
house in the country. 

The corporation then turned to- 
ward the development of other equip- 
ment embodying the principle of 
rear-screen projection. These include 
the “flash ticker,” a device that print- 
ed and projected full words traveling 
in a line at the rate of 60 words a 
minute, and was followed shortly by 
the “news ticker,” which, used in 
conjunction with the Dow Jones and 
New York News installations, throws 
a block of highly magnified type on- 
to the Trans-Lux screen. This was 
refined recently into a “broad tape 
viewer,” which presents a fuller con- 
tinuity of copy on several small 
screens. 


News Signs 


From the Trans-Lux News Sign 
Corp. has come the electric news sign 
that is a feature of New York’s Times 
Square and other centers in major 
cities. This subsidiary also made a 
modification of the rear-screen pro- 
jector that provides live tv shows 
with a filmed background to play 
against. 

Trans-Lux Electronics Corp., after 
a decade of laboratory research, is 
moving into electronic communica- 
tions with new patentable devices de- 
signed to transmit and televise spe- 
cialized information to exchanges and 
brokerage houses across the country. 


It was in 1929 that Trans-Lux The- 
atres Corp. was formed to build and 
acquire a string of small, comfort- 
able rear-screen projection theatres. 
At first specializing in newsreels and 
short subjects, it was found later that 
the houses had attracted specialized 
audiences receptive to foreign fea- 
tures. In this way, the so-called art 
theatre was born. When showman 
Harry Brandt joined the company, 
its theatre holdings were extended to 
a chain of houses in New York, 
Washington, Philadelphia, Boston and 
Detroit. The specialized nature of 
the fare offered in these theatres 
helped them survive when television 
began to affect the box offices of most 
major houses. 





News Time-saver 


With roughly 20 telops and 
slides needed for an average 15- 
minute tv news broadcast, CBS 
News has taken steps to cut the 
time needed to prepare a slide 
from two hours to just 10 
minutes. The keystone of the op- 
eration is a newly acquired Stat- 
master copying machine which is 
a single-unit photographic studio 
and darkroom. 

To prepare a typical map slide 
for rear-screen projection, a trac- 
ing is first made from a standard 
map kept on file. The tracing is 
then automatically enlarged or 
reduced in a photocopy made on 
the Statmaster machine. Letter- 
ing, arrows, photographs of per- 
sons, shadings, etc., can be added 
by drawing or pasting them on 
the print. The completed art work 
is returned to the machine, and a 
paper negative is made. From this 
a positive transparency is made 
on film for the telecast. 








This four-leaf clover 
is worth looking over! 
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BENTONVILLE 
ROGERS 
VINITA FAYETTEVILLE 


Missouri’s 3rd TV Market 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 
And KODE-TV covers: * a 4 state area * 151,400 
TV Homes * 669,800 people with $776,919,000 
buying power. 


KODE=-TV cnannec 12 
JOPLIN, MISSOURI Ccss-ABC 
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The discovery that these “art” films 
do in fact have an audience here led 
Trans-Lux to make two additional 
steps in the field. Under the leader- 
ship of Richard P. Brandt, Trans-Lux 
Pictures Corp. was set up with the 
task of importing good foreign fea- 
tures, while Trans-Lux Distributing 
Corp. was established to release these 
features to domestic exhibitors. These 
releases include such box-office suc- 
cesses as the Academy-award win- 
ning La Strada, and the current The 
Case of Dr. Laurent. 

With foreign features being pur- 
chased for theatrical distribution, it 
was natural that television rights also 
were secured. And with these rights 
it was natural that a television com- 
pany be formed to distribute the fea- 
tures. This was done in 1956 by 
Richard Brandt, who immediately 
brought in Mr. Carlton as sales vice 
Acquisition of the EBF 
library followed, and Trans-Lux was 
off and running in television. 

The EBF library, according to Mr. 
Brandt, which had to fight a “public 


president. 


service” label for some time, actually 
enabled Trans-Lux to build a distri- 
bution organization with three offices 
—in New York, Chicago and Los 
Angeles. The label appears to be 
partly erroneous, since the films have 
proved to be entertaining as well. 

The new animated cartoon series 
(produced by Felix the Cat Produc- 
tions in color and black-and-white) 
consists of 260 four-minute episodes 
based on the adventures of the fa- 
mous comic-strip feline. Production 
schedule at present is a heavy one— 
two episodes per week are being 
turned out. Because of their length, 
stations can program the segments in 
a variety of ways: one a day inte- 
grated in a children’s program, or 
several strung together with a live 
emcee to make a full program. 

Sales executive Carlton says he is 
asking and getting top prices for the 
series, the initial 260 episodes of 
which he describes as a good income- 
producer for the next 10 years. And 
in that 10 years Trans-Lux will have 
moved in any number of directions, 
operating on a verity sometimes over- 
looked: determine the need, and then 


“fill it. 


50 June 29, 1959, Television Age 








James A. Yergin has been named 
director of advertising and promotion 
for the WOR Division of RKO Tele- 
radio, Inc., which division encom- 
passes WOR-TV and wor Radio New 
York. Mr. Yergin, who joined the 
stations in 1954 after a two-year asso- 
ciation with the Mutual Broadcasting 
System in New York, has been adver- 
tising manager for the tv and am 
outlets. 





Audience 


(Continued from 27) 


ing a promotion our mail count rises,” 
adds Dan C. Palen, general manager 
of KXGN-TV Mont. “We 
benefit from increased and retained 
sales,” believes Torkel Westly, con- 
troller of K¢MB-TV Honolulu. 

“When we are smart enough to pre- 


Glendive, 


dict and to promote ‘salable’ items 
(i.e., programs with strong appeal), 
we score higher-than-average audi- 
ences, and this strength then tends to 
carry over into less strong programs, 
benefiting the whole schedule,” points 
out Fred L. Vance, station manager of 
KVOA-TV Tucson. 

In Portland, Me., Linwood Pitman, 
promotion manager of WCSH-TV, sees 
difficulty in assessing the value of 
various types of audience promotion, 
but adds that “while promotion alone 
will not build audience ratings, it will 
maintain a station’s position in com- 
munity favor.” 

Testifying to the value of promo- 
tion, Bill Adams, promotion director 
of wspa-Tv Spartanburg, says that 
heavily promoted shows have a “con- 
sistently larger audience,” then adds 
that “some local shows have built a 
good rating more on the quality and 
quantity of the promotion than on the 


merit of the show.” 






Spot (Continued from page 32) x 
D: 
ning, there’s visual confusion. It isn} os 


for long—I’ll admit that, but my ad. ‘th 
vertising sense says that’s bad, Thats 
why I use the dissolve sparingly, I like 
the soft-edged wipe, sometimes called m 
the dissolve-wipe, better because ifs de 
fast and less confusing. 


so 





We are building a whole new world A 
in film in tv commercials. A whole new el 
visual language. It’s compact. It’s pre. al 
cise. And every frame is precious, 

When you’re a tv producer, 1/48 i 
of a second is a long, long time. Y 

ke 
ti 

John L. Stone Jr., promotion man. ‘I 
ager of wRva-Tv Richmond, admits r: 
that it is difficult to measure the value fi 
of promotion and makes the tongue- 0 
in-cheek comment that “maybe ratings 
would drop, maybe not, if audience k 
promotion was cut. . . too risky tp p 
try. c 

The importance of careful plan ' 
ning cannot be overemphasized, in t 
the opinion of most experts. H. Tay- P 
lor Vaden, advertising and sales pro- , 
motion manager for wJz-Tv Balti. ’ 
more, believes that “clever ideas 
cleverly executed effectively increase 
attention to the subject promoted.” 

Art Countiss, program director at 
wcyB-TV Bristol, has found that “hay- . 
ing personalities on live shows do 
promotion tag lines for upcoming 
shows is very effective.” The idea has 
been used in Bristol for new shows | 
and for programs that failed to come 
up to their potential from an aud: 
ence standpoint. 

In Columbus Charles P. Dwyer, a | 
sistant general manager of WTVN-TV, ) 


has found that contests and mail-pull ) 
“gimmicks” are successful. 

The extra support needed to makea 
successful show can be given best by 
the local station, in the opinion of 
David H. Marcum, promotion and 
merchandising manager of WHTN-TV 
Huntington-Charleston, who feels that 
results will continue to be good “ss 
long as we use every means to hold 
the eyes and ears of our audience.” 

Many stations tell of excellent & 
amples of successful promotions. At 
wpsu-Tv New Orleans Marion Ar 
nenberg, promotion and publicity d 
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rector, points to the “annual wpsu 
Day at Pontchartrain Beach, which is 
an over-all station promotion — a 
‘thanks’ to our fans for their loyalty, 
which, each year, breaks attendance 
records at the beach. Audience pro- 
motion, like programming, must un- 
dergo a complete analysis every sea- 
son—it cannot remain static,” Miss 
Annenberg adds. “Some successful 
elements can be repeated, but new 
avenues must be explored.” 

In Cincinnati WKRC-TV promotion 
manager Lila Lambert cites a syndi- 
cated program which showed an initial 
low rating, but after “all-out promo- 
tion, including billboards, newspapers, 
stunt promotion, on-the-air, etc., the 
rating zoomed to an unexpected triple 
figure. Such results, we felt, could 
only be attributed to promotion.” 

A single-station market, Sioux 
Falls, has little problem from com- 
petitors, but faces the problem of in- 
creasing sets in use. Jack Townsend, 
promotion director of KELO-TV, says 
they have been very “successful in this 
and also in selling many sets in new 
areas when our satellite stations first 
went on the air.” 


Build Station 


In Green Bay, Wis., station promo- 
tion executives at WFRV find that on- 
the-air promos do very well in pro- 
moting specials and local shows striv- 
ing to make the station “a part of 
home life in the many little communi- 
ties we serve.” 

In Cadillac, Mich., WMTV promo- 
tion manager J. W. Wheat says they 
have found that the best method of 
testing audience promotion is to make 
an announcement and ask for a re- 
sponse. “Recently we announced a 
special promotion and received al- 
most 3,000 responses,” he adds. 

Other comments on results include 
“very good” from Richman Lewin, 
vice president and general manager of 
KTRE-TV Lufkin, who comments that 
promotion is important because “the 
advertiser’s success is our success 
too!” From Ted Dooley, manager of 
KVIQ-Tv Eureka, comes the opinion 
that audience promotion is “second 
only to commercial announcements 


And from Richard 


for advertisers.” 


W. Upp, sales promotion manager for 
woc-Tv Davenport, the comment: “A 
continuing audience promotion cam- 
paign has paid off in dollars and cents, 
satisfied clients and loyal viewers.” 
Ratings have long been an impor- 
tant index of the effectiveness of pro- 
motion. In New Orleans Hughes D. 
Drumm, promotion manager of WWL- 
TV, describes the fine gains in posi- 
tion made by the station in “less than 


24 months” 


through promotion. 


James H. Knight, promotion director 







of wtrF-Tv Wheeling, cites the fine 
position the station holds rating-wise 
with the comment “our promotion re- 
sults have been highly successful.” 
“We think the results of our audi 
ence promotion at KNOE-TV are tre- 
mendous,” says Paul H. Goldman, ex- 
ecutive vice president and general 
“Each 


year our ratings and the sets-in-use in- 


manager of KNOE-TV Monroe. 


crease considerably from survey pe- 


ohnstown- 
ltoona Area 


WIAC-TV holds a long, long lead over WFBG-TY, in station share of aud- 


ience, sign on to sign off, all week long. 


WJAC-TV--71.9 
WFBG-TV--28.1 





TOP 30 SHOWS ON WJAC-TV: 


Proof from ARB, November, 1958, that WJAC-TV 
is far ahead of the competition in its area. 





Johnstown-Altoona Trendex, Feb., 1959 
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With a lead of nearly 3 to | 
over ifs nearest competitor, it's 
clear that WJAC-TV is the sto- 
tion viewers prefer. Buy the 
station more people watch . . 


WJAC-TV 


HARRINGTON, RIGHTER & PARSONS, INC. 
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KDKA-TV, Pittsburgh 
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today for Zz 
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GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
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1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


VA 


Western Advertising 
for Western Attitudes 





San Francisco . 
New York é 


Los Angeles 
Chicago | 


52 June 29, 1959, Television Age 


riod to survey period.” 

At Kos-tv Albuquerque George H. 
Johnson, general manager, avers that 
use of television has beaten news- 
papers in establishing the excellent 
rating position which the station en- 
joys. “No other medium covers the 
same area as adequately,” he says. 

In Springfield, Mass., WWLP pro- 
motion manager Frank J. Doherty 
credits audience promotion with much 
of the success of every survey taken 
in that area in the past two or three 
years, and adds “our network ratings 
here consistently lead national ratings 
for some programs.” 

Gene Godt, director of promotion at 
wcco-Tv Minneapolis-St. Paul, gives 
statistics on the outstanding record 
of the station, which extends back to 
the time ARB first began area ratings 
in 1955. “We attribute this to a large 
extent to hard consistent audience pro- 
motion,” he sums up. 

Every medium has been used effec- 
tively at one time or another for audi- 
ence promotion. Besides the better- 
known and most-used media of tele- 
vision, radio, newspaper, direct mail, 
billboard and fan magazines, there are 
literally scores of others, such as sky 
writers, bus cards, sandwich men, cut- 
outs, parade floats, contests, airplane 
point-of-purchase 
newsstand and window displays, sound 


banners, posters, 
trucks, fair booths, picnics, marquee 
lights, blimp signs, station magazines, 
handbills and others. 

One promotion expert finds one 
method best, another may be more suc- 
cessful with a second, while a third 
has still another preference. “All 
media should be used. We should take 
advantage of every possible medium 
to tell our story,” says Oliver Howard, 
promotion manager of wcr-Tv Buf- 
falo. His opinion is echoed by Andy 
McCaskey, advertising and promotion 
manager, WSVA-TV Harrisonburg, Va., 
who says, “I would not eliminate any 
avenue of promotion—each is of vary- 
ing importance depending on circum- 
stances.” Another with the same opin- 
ion is Chuck Thompson, merchandis- 
ing manager of WALA-TV Mobile, who 
says we “must use all to some extent.” 

In Topeka, Kan., Ward W. Weldon, 
promotion manager of wiBw-Tv, ob- 
serves, “We don’t cater to any one 











BPA Study 


The Broadcasters Promotion 


Association will shortly launch 
an exhaustive study of the role 
that promotion, publicity and 
merchandising play at the station 
level, according to Charles A. Wil- 
son, president of BPA and pro- 
motion manager of WGN-TV-AM 
Chicago. 

The study is being planned by 
John F. Hurlbut, BPA special- 
projects chairman and promotion 
and public-relations manager of 
WFBM-TV-AM Indianapolis. 

The study will define market 
size, number of tv stations in 
home city, ownership classifica- 
tion and network affiliation and 
will survey such areas as percent- 
age of gross revenue devoted to 
promotion, number of personnel 
in promotion and specific ex- 
pense items charged to promo- 
tion. 

“The study is designed to help 
station management assess their 
promotion in relation to present 
industry practice,” Mr. Hurlbut 
commented. 





audience segment to the exclusion of 
others, so we feel that diversified pro- 
motion efforts are necessary.” And 
O. S. Alexander, station manager of 
wJtv Jackson, Miss., believes that 
“several approaches are necessary for 
full effectiveness.” 

Agreeing that “all media have a 
place” in effective promotion, White- 
ford Smith, promotion manager of 
wBTw Florence, adds that “on-the-air 
uses of our own facilities are by far 
the most effective and, happily, the 
least expensive.” Also commenting on 
the expense of all-media promotion, 
which he agrees is “surefire,” Ken 
Johnson, promotion director of KOLY- 
Tv Lincoln, believes that “a very ef- 
fective promotion can be conducted by 
using our own medium as the major 
method and supplementing it with 
one or two others.” 

{n Fort Wayne, Ind., Ronald Ross, 
general manager of WPTA, expresses 
his belief in television as the best me- 

(Continued on page 54) 
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IMPROVING FCC. Although there 
is general agreement on the need for 
improving and streamlining the FCC’s 
pre-hearing machinery, there is a re- 


markable divergence of views on how 
best to achieve that worthy objective. 
Granted that many valuable days are 
victimized by red tape, the fact is that 
the Government and the communica- 
tions attorneys don’t see eye to eye on 
the most efficient approach to the 
problem. 

Recent hearings before the Senate 
Commerce Communications Subcom- 
mittee brought out the differences of 
opinion on the subject, and at the 
conclusion of the testimony the feel- 
ing was pretty general that the com- 
missioners and the attorneys were 
even further apart than at the start of 
the hearings. The prospect of an early 
reconciliation of their views does not 
appear too promising, either. 

At immediate issue before the 
Senate committee were two alterna- 
tive bills, one backed by the commis- 
sioners, the other by the attorneys 
through the Federal Communications 
Bar Association. The Senators con- 
ceded little likelihood that either bill 
would be passed in this session of 
Congress, unless all parties could 
come to some agreement on the basic 
provisions, but left little doubt that 
they expected agreement eventually. 

Commissioner Rosel Hyde, speak- 
ing for the commission, testified in 
support of S.1733, said that one way 
of speeding things up would be to 
eliminate the mandatory requirement 
for sending McFarland letters to all 
applicants and interested parties prior 
to a hearing. 


ATTORNEYS APPEAL. The FCBA, 
through attorney Percy Russell, dis- 
puted this contention, saying that 
McFarland letters actually speed up 
the commission’s activities in many 
cases. This was just the beginning of 
the FCBA’s differences with the com- 
missioners, 

Attorney J. Roger Wollenberg 
urged the committee to disregard S. 


Washington Memo 





1733, which embodies the FCC’s pro- 
posals, and consider instead S. 1898, 
which the FCBA supports. The latter 
bill would amend the protest provi- 
sions of Section 309 of the Communi- 
cations Act. Mr. Wollenberg said 
adoption of the bill would reduce peti- 
tions for rehearing of grants. 

“The effectiveness of a pre-grant 
procedure clearly depends upon an 
adequate system of notice which will 
permit interested parties to be ap- 
prised of the pendency of an applica- 
tion and give them an opportunity to 
invoke the procedure,” Mr. Wollen- 
berg testified. 

“The bill would provide a method 
for reducing the possibility that the 
commission will act erroneously by 
providing for consideration of objec- 
tions before, rather than after, the 
commission acts,” he added. 


FCC REACTION. Commissioner Hyde 
said he was in agreement with the 
basic objectives of the FCBA-sup- 
ported bill, but added the observation 
that he didn’t think it would work out 
in actual practice. He testified ‘that 
the protest section of the Communica- 
tions Act has been abused by savvy 
lawyers to the detriment of the small 
broadcaster or applicant without large 
financial reserves. 

The major objection, he said, is 
that the section can be rigged to cause 
indefinite delays in consideration of 
cases. Such delays harm the judicial 
and administrative processes of the 
commission, Mr. Hyde added. 

FCBA’s Russell flatly denied Mr. 
Hyde’s charges. He said that any de- 
lays caused by the protest section were 
nearly always in the public interest in 
that they prevented undue haste and 
unwise action by the commission and 
allowed all parties to a hearing to 
have their day before the FCC. To 
deny such an opportunity would be a 
denial of due process of law, declared 


Mr. Russell. 


Senator John Pastore (D-R. I.), 
chairman of the subcommittee, said 


that although neither bill had a 




















chance of passage this session as long 
as the disputants remained dead- 
locked, he urged in strongest terms 
that the commissioners and the FCBA 
get together on a compromise solu- 
tion. He added that he was “very 
much impressed” by the FCBA’s 
points. 


FORD OPPOSED. Mr. Hyde wasn’t 
the only commissioner opposed to S. 
1898. Commissioner Frederick Ford 
said he too objected to it, but that he 
would not present his objections at 
this time because of Senator Pastore’s 
statement. 

The subcommittee also considered 
several other bills which would pro- 
hibit any commissioner from receiv- 
ing an off-the-record presentation, 
eliminate the requirement that appli- 
cations for station licenses be sub- 
mitted under oath, give the commis- 
sioners greater latitude in use of the 
review staff. 

On these bills the commissioners 
and the FCBA were in considerably 
greater agreement. Only in the mater 
of utilizing the review staff did the 
Federal Communications Bar Asso- 
ciation express objection. 

Commissioners Robert Bart!ey and 
Ford urged that all restrictions on use 
of the review staff be eliminated. Mr. 
Russell said the bill should be re- 
written, as the present provisions 
would keep the commissioners in the 
dark about recommendations of its 
review staff. 
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Audience = (Continued from 52) 


dium, but adds that he feels “other 
means and media should be used to 
the extent that you can afford them 
to complement on-the-air promotion.” 


Heber E. Darton, promotion man- 
ager of WHBF-TV Rock Island, stating 
that he does not believe in “one-me- 
dium campaigns,” adds that within 
reasonable limits he feels “the more 
media used, the more effective the 
campaign.” His opinion meets sup- 
port in that of M. Dale Larsen, as- 
sistant general manager of KTVH 
Hutchinson-Wichita, who thinks tv 
most effective but admits “other media 
have their uses.” 

Several promotion men were im- 
pressed with the effectiveness of news- 
paper advertising in certain instances. 
“Generally newspaper is more effec- 
tive in our market,” says R. E. Carow, 
general manager of WALB-TV Albany, 
Ga., then adds, “though we still try 
to use all media for the greatest 
effect.” 

“It depends mainly on the audience 
you re trying to reach,” says Thomas 
C. Bolger, promotion manager of 
wsau-Tv Wausau, Wis. “For children’s 
programs I would rely mostly on tv 
promotion. However, for sport fans 
the sport page in the local newspaper 
is an excellent medium. All decisions 
are subject to close inspection before 
anything is done.” 

In Peoria Clarence S. Mugge, di- 
rector of sales promotion for WMBD- 
TV, comments “. . . newspaper promo- 
tion pleases some of our program 
sponsors, and it may sell some of our 
potential viewers on a program.” 

There are those who have small use 
for newspaper promotion, too. “Tv 
magazine ads are of great value,” says 
Robert L. Nelson, promotion manager 
of KHJ-TV Los Angeles. “We do not 
use direct mail, and we feel newspaper 
display space is overrated. Certainly 
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Arnold F. Schoen Jr. (1.), formerly 
general manager of WPRO-TV-AM-FM 
Providence, has been named executive 
vice president of Cherry Broadcasting 
Co., owner of WDBO-TV-AM-FM Or- 
lando. Joseph Dougherty (r.), former 
sales manager of WJz-TV Baltimore, 
has been appointed to the job of gen- 
eral manager of WPRO-TV. 





nothing reaches the prospective tv 
viewer more effectively than tv itself. 
We place great importance on our 
own medium.” 

“We feel that the result from com- 
peting media is not worth the expendi- 
ture,” says Burt Lydic, promotion 
manager of wsFa-TV Montgomery. 
“By using the other fellow’s medium 
we give advertisers support to the 
claim that competing media are just 
as effective but cheaper.” 

In Grand Junction, Col., president 
and general manager Rex Howell of 
KREX-TV-AM-FM 
plugging between radio and tv most 
successful.” Billboards are useful to 
a limited extent, he adds. 

“We consider our own tv signal our 


has found “cross- 


best promotion medium,” says Jack 
Winters of wios-tv Asheville. 

A strong supporter of Tv Guide is 
Don Arlett, director of audience pro- 
motion for KTvU Oakland-San Fran- 
cisco. “We feel that our best return, 
outside of station on-air, is the north- 
ern California edition of Tv Guide. 


Our audience-promotion campaign 


‘utilizes the major daily newspapers 


as a supporting medium.” 

Nearly every promotion man ex- 
pressing an opinion agreed on the effli- 
ciency of self-promotion for television 
by television. 

“I feel that tv is the most effective 
medium for audience promotion,” 
avers John Hurlbut, promotion and 
public-relations manager for WFBM- 





TV Indianapolis. “Our weekly circu 
lation exceeds that of any medium we 
can use. As far as we are concerned, 
newspaper and billboard are supple 
mentary and reminder.” 

“We believe we have the best-selling 
medium, so why not use it,” adds Jack 
Tipton, manager and director of sales 
of KLz-Tv Denver. Agreeing is C. B. 
Akers, executive vice president of 
KVOO-TV Tulsa, who adds that “we try 
to use copy that piques curiosity and 
arouses the desire to see.” 

On WAVE-TV Louisville, where James 
M. Caldwell is promotion manager, 
98 per cent of the promotion budget 
goes into television. “After trying all 
types of promotional media,” says Mr. 
Caldwell, “we are convinced that tele. 
vision is the best medium for pro- 
moting television.” 

Summing up, Lawrence H. Rogers, 
president of wsaz-Tv Huntington, 
says: “Audience promotion at the sta- 
tion level is of paramount importance 
in terms of generating a continual at- 
mosphere of excitement concerning 
our station. The desirability for this 
atmosphere in terms of ratings and 
acceptability of the station in the local 
market should be self-evident. Using 
our own facilities to promote our own 
programs and activities is more effec- 
tive than all other means of promo- 
tion put together.” 








Max Bice has been named general 
of KTNT-Ty-AM  Seattle- 
Tacoma. Mr. Bice has been manager 
of the am-fm radio outlet for the past 
year and has been director of engi- 


manager 


neering for radio since 1948 and for 
both radio and tv since 1953. At the 
same time, Del Spencer, traffic opera- 
tion manager for the stations, was 
named television program director. 
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STERLING SECURITIES. Another 
tv company sold securities on the open 
market this month, and its initial ac- 
ceptance by investors indicates there 
is still keen interest in producers and 
distributors of tv films. Sterling Tele- 
vision Co., Inc., since its incorpora- 
tion in 1950, makes and sells films to 
tv stations in the U. S., Canada and 
abroad. 

In its prospectus Sterling claims 
that it has sold programs to 378 of 
the 559 tv stations in the U. S. and has 
programs running on stations in 11 
other countries. It also produces for 
tv network programming and recently 
became the distributor of The Screen 
News Digest, distributed to school 
children in the U. S. 

Its operations for the year ended 
March 31, 1957, showed total reve- 
nues of $582,409, and in the following 
year they jumped to $683,580. For the 
nine months ended Dec. 31, 1958, un- 
audited reports showed a gross of 
$623,977. In the 1957 fiscal year the 
company’s operations had resulted in 
an operating loss of $7,212, but by 
the nine-month period of Dec. 31, 
1958, an operating profit of $53,092 
had been earned. 

However, the company’s final profit 
in those periods is blurred somewhat 
by transactions involving the sale of a 
stock interest in a subsidiary, Sterling- 
Movies U.S.A., Inc., for $66,415 in 
March of last year. The transaction 
involved cash and notes, with the 
notes paid off in February of 1959 for 
a substantial discount of $7,000. Con- 
sequently, the company’s profit for 
the March 31, 1958, year was $47,359, 
and for the nine-month Dec. 31, 1958, 
period it was $21,564. 

For the full year ended March 31, 
1959, a preliminary report indicates 
Sterling profit will be $27,672, or 11 


cents a share. 


PROGRAM ITEMS. Sterling’s major 
program item is distributorship of 52 
half-hour Abbott and Costello comedy 
films. The comedy-team series is cur- 
rently being shown in eight major 
cities and many smaller ones through- 


Wall Street Report 





out the country. Sterling also dis- 
tributes two series of bowling films 
produced by American Machine & 
Foundry Corp. It recently acquired a 
group of 65 animated color cartoons 
shown on European screens and is 
adapting them to the American mar- 
ket, as well as preparing a second 
group of 65 cartoons along the same 
line. It also distributes such series as 
I Am the Law, starring George Raft, 
Movie Museum and Crusade in the 
Pacific, a documentary series on 
World War II prepared by Time, Inc. 

Sterling also has produced and sold 
to the Canadian Broadcasting Co. a 
series of 39 adventure films, entitled 
The Ray Forrest Show, which it plans 
to introduce to the U. S. audience this 
summer. Sterling also is working with 
Hearst Metrotone News to produce 
The Big Moment, a sports program 
for showing on the NBC network, and 
another program being prepared with 
Hearst is called Where Are They Now, 
in which individuals of past news 
importance will be spotlighted in their 
present activities. Another program 
consisting of hit films from the silent- 
movie era with sound added is also 
in preparation. 

The offering earlier this month con- 
sisted of 200,000 shares of Sterling 
common at $1 per share. After ex- 
penses, the company received $154,- 
000, of which $70,000 is budgeted for 
development and completion of new 
film series, $30,000 for sales promo- 
tion campaigns and $54,000 for work- 
ing capital and general corporate uses. 


STOCK OWNERSHIP. Following a 
recapitalization program, prior to the 
public offering, Saul J. Turell was the 
majority stockholder with 150,000 
shares. Mr. Turell started the com- 
pany and has personally supervised 
all its activities. Previously he was a 
distributor of home movies. Robert 
Rhoades, secretary-treasurer, owns 
40,000 shares, and another 25,000 are 
owned by Bernice Coe, second vice 
president. 

Nat Liebeskind, executive vice 
president, has a contract by the terms 
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of which he receives eight per cent of 
gross sales from distribution of Ab- 
bott and Costello films. Mr. Liebes- 
kind personally provided the financing 
required to get distribution of the 
series. His contract has three-and-a- 
half years to go. 

Both Mr. Turell and Mr. Liebeskind 
have received options to purchase 
25,000 Class B shares. Another 50,000 
shares of optioned stock were reserved 
for future issuance. 

There are 1.5 million shares of 
Class A stock and 500,000 shares of 
Class B stock authorized. However, 
only 250.000 shares of Class B stock 
have been issued. The Class B shares 
are all held by the management and 
cannot be traded, as they are un- 
registered. However, starting June 1, 
1960, they are convertible into Class 
A stock at a ratio of one share of B 
for one share of A. The Class A stock 
has prior rights on dividends and in 
the event of liquidation. 

The underwriting company, R. A. 
Holman & Co., also received an option 
permitting it to buy at $1 per share 
one share of Class B stock for each 
four shares of Class A stock sold. 
Since Holman sold 200,000 shares, 
the underwriter received options on 
50,000 shares, although the options 
cannot be exercised until after June 1, 


1960, and expire in 1965. 
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News (Continued from page 42) 

Piel—Young & Rubicam 

. Ford—J. Walter Thompson 

Alka-Seltzer—Geoffrey Wade 

Handy Andy—Kenyon & Eckhardt 

Winston—Wnm. Esty 

. Dodge—Grant 

. Post Cereals—Benton & Bowles 

. Chevrolet—Campbell-Ewald 

. Falstaff—Dancer-Fitzgerald-Sample 

Stag (Mr. Magoo)—E. H. Weiss 

Mr. Clean—Tatham-Laird 

. Seven-Up—J. Walter Thompson 

. National Bohemian—W. B. Doner 

. Tip Top Bread—J. Walter Thompson 

. Wilkins Coffee—M. Belmont Ver Standig 

. Gillette—Maxon 

. Burgemeister—BBDO 

. Lestoil—Jackson Associates 

. Scotch Tape—BBDO 

. Viceroy—Ted Bates 

. Johnson’s Baby Powder—Young & 
Rubicam 

. L&M—Dancer-Fitzgerald-Sample 

. Plymouth—Grant 

. Raid—Foote, Cone & Belding 


Commercials Abroad 


American film commercials scored 
a resounding success at the VI Inter- 
national Advertising Film Festival 
held in Cannes this month. Both 
Grand Prix, for television and for 
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cinema advertising, were awarded to 
U. S. entries, as were 11 other prizes. 

The television Grand Prix went to 
the Calo dog-food commercial pro- 
duced by Cascade Pictures of Cali- 
fornia for Foote, Cone & Belding, Chi- 
cago. It was selected from a total of 
453 entries from 19 countries. 

The Chevrolet station-wagon com- 
mercial, produced by Lawrence- 
Schnitzer Productions, New York, for 
Campbell-Ewald, Detroit, was awarded 
the Grand Prix for cinema advertising 
over some 440 other films. 

First prize for animation up to 30 
seconds long went to the Ford Deal- 
ers’ “Shaggy Dog” commercial pro- 
duced by Playhouse Pictures, Cali- 
fornia, for J. Walter Thompson. First 
prize for either live-action or anima- 
tion commercials longer than 60 sec- 
onds was awarded to the Piel Bros. 
“Hockey” film produced by Terry- 
toons, New York, for Young & Rubi- 
cam, Inc., New York. The Anderson 
soup “splitting peas” commercial, pro- 
duced by Goulding-Elliot-Graham 
Productions, New York, for Bryan 
Houston, New York, was awarded sec- 
ond prize for animation up to 60 sec- 
onds. 


Seven special commendations were 
made to American productions. They 


56 June 29, 1959, Television Age 





William D. Swanson, general manager 
of KTUL-TV Tulsa, has been named 
vice president of Tulsa Broadcasting 
Co., president James C. Leake has an- 
nounced. Mr. Swanson became sales 
manager of KTUL-TV when the station 
went on the air in September 1954. In 
January 1957 he became commercial 
manager. He has been general man- 
ager since March of 1958. 


went to the following: Coty’s “French 
Spice,” produced by MPO Produc- 
tions, New York, for BBDO; Dial 
Soap’s “Hobo Mystery,” produced by 
Cascade of California for Foote, Cone 
& Belding, Chicago; Zest Soap’s “Girl 
in Pool” and “Slide,” both produced 
by Peter Elgar Productions, New 
York, for Benton & Bowles, New 
York; Chesterfield’s “Song of the 
Cowboy,” produced by Filmways, 
Inc., New York, for McCann-Erick- 
son, New York; Charmin Tissues’ 
“Charmin Baby,” produced by MPO, 
New York, for Campbell-Mithun; 
Carling’s Stag beer “Goldfish,” en- 
tered by Edward H. Weiss Advertis- 
ing. Chicago, with no producer credit, 
and Lestoil’s “Penetrating Agent,” 
produced by Robert Lawrence Pro- 
ductions, New York, for Jackson As- 
sociates. 

There were over 90 American film 
entries from 26 producers this year, 
the largest number in the six-year his- 
tory of the festival. The 11-man jury, 
which included John Freese, head of 
commercial production at Young & 
Rubicam, viewed a total of 895 films. 


Grey Dreaming 

Too many top management men 
“are in love with the ‘automatic’ con- 
cept of marketing,” according to a 
survey of the attitudes of a number 
of successful executives in important 


corporations which was made for the 
June national advertisers’ edition of 
Grey Matter, distributed by the Grey 
Advertising Agency, Inc. 

Asking the question, “Has the 
dreamer a place in marketing?”, the 
Grey publication found that the busi- 
nessmen queried not only hesitated in 
their answers but qualified them when 
they came. Those executives who came 
would limit the 
dreamer to the so-called “creative” 


up with a “yes” 


areas of marketing, such as advertis- 
ing and promotion, but doubted that 
he has a place in research, distribu- 
tion, pricing, product development 
and so on. 

A good deal of management think. 
ing evidences, says Grey Matter, 
“what might best be described as an 
‘automatic’ concept of marketing: or- 
ganize the marketing process so that 
all the pieces fall into place complete- 
ly integrated, and presto, you've 
licked your marketing problems.” 

Much criticism is being leveled at 
marketing continues the 
Grey publication, because so much of 
it is said to aim at solving specific 


research, 


problems; in other words, there is too 
much digging and too little dreaming 
in marketing and advertising re- 
search. Such research, editorializes 
Grey Matter, “needs more of the ad- 
venturer, the explorer of uncharted 
social and economic seas—the dream- 


” 


er. 

Even wild dreams are better than 
no dreams at all, opines Grey Matter, 
for “today’s wild dreams may be to- 
morrow’s realities. Provide the right 
sort of atmosphere for the encourage- 
ment of wild dreamers and they will 
become ‘disciplined’ dreamers . . 
The disciplined dreamer is able to 
chart both the marketing opportuni- 
ties and the dangers in trends.” 

Summing up, Grey Matter asserts 
that “it’s a healthy sign that our most 
successful companies are showing in- 
creasing anxiety to find people with 
ideas, imagination and initiative. As 
the head of one of America’s largest 
companies said recently: “We are 
looking for people who have a healthy 
dissatisfaction with things as they 
are.” 

In short, concludes Grey Matier, 
the disciplined dreamer. 
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TELEVISION AGE 


ust as buying activity seemed to 
J slow somewhat from its fast and 
furious pace through spring, July 1 
loomed to marked the beginning of a 
new fiscal year for many companies. 

Of these, Procter & Gamble appears 
to be busiest. In recent weeks, P&G 
began scheduling new runs for Tide, 
Zest, Blue Cheer, Pin-It and other 
products. 

Lever Bros. retaliated with sched- 
ules for Praise and Silver Dust Blue, 
and if the pattern of the past few 
years is followed, further activity 
should be forthcoming on Imperial 
margarine, Lux Liquid, etc. 

Not to be outdone, Colgate-Palm- 
olive moves at this time of year with 
Genie, Spree, Colgate Dental Cream 
and other items in its line. 

Also adding to the heightened pe- 
riod of activity was a 130-market in- 
quiry by International Shoe Co. as it 
prepares for its fall footwear promo- 
tion. In the last few years, the firm 
has settled down to a well-planned 
program that includes a use of spot 
not only for children’s shoes (which 
once got primary emphasis), but for 
men’s and women’s lines as well. Of 
nine brand names to be advertised in 
various markets, six are adult foot- 
wear. The new accent is naturally 
causing the company to buy spots in 
men’s programs, women’s daytime 
shows, etc., rather than strictly in 
juvenile programming. With 10-sec- 
ond cut-ins allowed local dealers in 
the filmed minute spots, the across- 
the-board placements should give the 






a review of 
current activity 
in national 
spot. tv 


dealers’ names a better opportunity 
to be noted by shopping families. 

Fall plans are also being set by the 
candy companies, most of which have 
indicated budget increases over last 
year. (“If for no other reason,” noted 
one buyer, “the budget has to go up 
to keep step with rate increases by 
the stations.”) Both New England 
Confectionery Co. and Quaker City 
Chocolate Co. will be using market 
lists similar to last year’s, but with 
additions. Necco is opening up the 
west coast for the first time in its 
video career. Bonomo taffy and 
Chunky chocolate are among others 
who should announce fall programs 
shortly. 


The Lightolier Co., which makes a 
wide range of unusual lamps for the 
home, will experiment in spot in Sep- 





Art Goldstein, buyer at Ted Bates & 
Co., Inc., handles Continental Bak- 
ing’s Wonder bread and Hostess cakes 


schedules. 
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REPORT 


tember. In the Cleveland market, 
saturation schedules of minutes will 
attempt to sell a $14.95 desk lamp for 
studious children. The firm’s agency 
reports that if the test succeeds, it will 
be a simple matter to expand to other 
markets, since Lightolier has national 
distribution. 


The facility of spot to allow ‘for 
quick expansion when a campaign 
proves successful is currently evident 
in the schedules running for Melnor 
lawn sprinklers and Ozrow car-and- 
window washers. Both accounts are 
handled by Smith-Greenland Co., an 
agency just celebrating its first birth- 
day and very active spot-wise. Melnor 
had planned on some 27 markets origi- 
nally but quickly expanded to 50; 
Ozrow set 30 areas in March, then 
added to hit 125 to date. 


AMERICAN MOTORS CO. 
(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 

Although the schedules set for RAMBLER 
late in April were to run out about the 
middle of this month, a number of markets 
got extensions of a few week’s duration. 
The auto maker continues to concentrate 

on ID’s and late-movie minutes on 

Friday night. Betty Powell is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(Gardner Adv. Co., St. Louis) 

As it did last summer and fall, BUSCH 
BAVARIAN is expected to expand into 
additional states this summer. Michigan 
markets have reportedly been checked 
by the agency preparatory to placing 
schedules. The beer uses both spot and 
syndicated shows. Richard Epp, media 
supervisor, is the contact. 


ARTFIELD CREATIONS, INC. 
(Smith-Greenland Co., N. Y.) 


Another toymaker booming with tv is 
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says Louis Wasmer, Pres. 


KREM-TV 


SPOKANE, WASH. 


“Renewed” is the big word 
in our business and yours 
and that’s the good word we 
get from Louis Wasmer! 


“Warner Bros. cartoons have 
been rating over 20 ARB con- 
sistently. They've been so suc- 
cessful that we've just renewed 
our contract for both Warner 
Bros. cartoons and Popeye and 
we're sure our sponsors will do 
the same. From past perform- 
ance, we're confident that rat- 
ings and sponsorship will 
remain at the same high levels 
for yeors to come.” 


KREM-TV’s experience 
with Warner Bros. cartoons 
is “par for the course.” 
Whenever these great laugh- 
getters are shown, a loyal 
following of viewers and 
sponsors springs up. We 
suggest you try Warner 
Bros. cartoons in a highly 
competitive spot and watch 
how they come out on top. 


U.0.d. 


UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St, Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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this producer of a drinking cup for kids— 
it’s called SIP "N DRINK—which 
started with spot placements of live 
minutes in New York on WNEW-TV, then 
expanded to Chicago’s WGN-TV and now has 
moved to Los Angeles and San Francisco. 
Media direcior Les Towne is the contact. 


P. BALLANTINE & SONS 
(Wm. Esty Co., Inc., N. Y.) 

After several years of riding with 

Highway Patrol, the beer firm switches 

this fall to Shotgun Slade. The western will 
go into some 28 markets, probably 
including most of those used in the past— 
Burlington, Providence, Hartford, Portland, 





Agency Changes 

Doherty, Clifford, Steers & Shen- 
field, Inc., was appointed to the Cutex 
cosmetics line of the Northam Warren 
Corp., succeeding Doyle Dane Bern- 
bach, Inc. Ellington & Co. got the 
firm’s Odorono line of deodorants, as 
DCS&S already handles Bristol-Myers’ 
Mum. 

To the newly merged agency of 
Cohen, Dowd & Aleshire went the $1- 
million Lord Calvert billings of 
Joseph E. Seagram & Sons, Inc. The 
account separated from Ogilvy, Ben- 
son & Mather earlier this year. 

Chesebrough-Pond’s, Inc., which 
has its cosmetics products split among 
several agencies, shifted Pond’s lip- 
sticks and Angel Touch from J. 
Walter Thompson to Norman, Craig 
& Kummel, Inc., in preparation for a 
major ad push. JWT continues to 
handle Angel Face, cold creams and 
other items, including five newly as- 
signed products. 

General Mills, Inc., placed six new 
Betty Crocker dessert mixes at BBDO, 
bringing the total number of Betty 
Crocker products handled by the 
agency to 39. 

Old Dutch Coffee Co., Inc., moves 
its Old Dutch and Brown Gold coffees 
to Ketchum, MacLeod & Grove, Inc., 
on Aug. 1. Lynn Baker, Inc., previ- 
ously held the account. 

Oscar Mayer & Co., midwest meat 
packer, had not named a new agency 
at press time to replace Wherry, Baker 
& Tilden, Inc., but was viewing pres- 
entations from eight firms. 

Kenyon & Eckhardt, Inc., was 
named by Mead Johnson & Co. to 
handle its Pablum Products Division’s 
cereals and baby foods. Keyes, Mad- 
den & Jones, Inc., Chicago, was the 
previous agency. 








Formerly with Procter & Gamble, 
Douglas Cramer joined Ogilvy, Ben- 
son & Mather as a broadcast super. 
visor. 





(Me.), Bangor, Boston, Springfield (Mass.), 
Washington, Miami, Orlando, Tampa, 
Savannah, Baltimore, New York, 
Binghamton, Buffalo, Schenectady, 
Syracuse, Watertown, Harrisburg, 
Lancaster, Philadelphia, Wilkes-Barre and 
Norfolk. Frank Mahan is the timebuyer. 


BEECH-NUT LIFE SAVERS, 
INC. 


(Young & Rubicam, Inc., N. Y.) 
Most of the budget for BEECH-NUT 
baby foods goes into “Operation Daybreak” 
on the ABC-TV network, but about a 
dozen markets get spot placements where 
there is no network clearance. Renewal 
activity is on in these markets, with the 
schedules of daytime minutes set for 
another 13-26 weeks in light frequencies. 
Bill Dollard is the timebuyer. 


BLOCK DRUG CO. 
(Grey Adv. Agency, Inc., N. Y.) 


New schedules of nighttime filmed minutes 
for POLIDENT and POLI-GRIP begin 
about issue date in selected markets for 
four to 13 weeks. Allen Reed is the 


timebuyer. 


BOYLE-MIDWAY CO., Div. of 
American Home Products Corp. 


(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 

About the middle of this month schedules 
of minutes and 20’s got under way in 

six southern markets for GRIFFIN 
ALLWHITE shoe polish. They'll run for 


10 weeks. Ed Richardson is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 
BUFFERIN kicked off year-long 
placements of night minutes in a number 
of selected markets this month, with 
frequencies starting light and getting 
heavier as fall approaches. Joe Ostrow is 
the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


(Ted Bates & Co., Inc., N. Y.) 
DU MAURIER cigarettes, an infrequent 
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user of spot, returns about issue date for 
four-to-six weeks in a few top markets. 
Night 20's are set, with the film spots 
participating in an “orbit plan” on 
wrca-tv New York. (“Orbit” refers to 

the idea that the commercials rotate with 
another advertiser’s on alternate nights and 
periods.) Bill Warner, who also buys 

on KOOLS, is handling the newly acquired 
brand as well. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 
The liquid-detergent entry from this 


company, GENIE, which has been moving 
somewhat more slowly than its rivals 

in the field, is active with new schedules 
of minutes and 20’s in selected markets. 
Placements are usually for 13 weeks 

in saturation frequency. Elenore Scanlan 
and Helen Thomas handle the buying. 


CONSOLIDATED CIGAR 
SALES CO. 

(Erwin Wasey, Ruthrauff & Ryan, 
Inc., N.Y.) 


While this firm hasn't used much spot in 


recent years for its HARVESTER 


Documentary Success for Bank 


The First National Bank of Omaha has engaged enormous interest 


from the citizens of that Nebraska city with a filmed, documentary- 


style series on certain familiar but non-publicized aspects of local life. 


The series, titled The Hidden City, appears once a month on KMTV 
Omaha. Written and filmed by KMTV news staffers Mark Gautier and 





Mark Gautier, Dick Trembath and Tom Gill prepare for 
new chapter of The Hidden City 


Dick Trembath, the three programs which have appeared thus far have 


been designed to appeal to the public’s interest in “the familiar with 


the closed-door background.” 


The first show followed a police officer in a patrol car through an 


assignment which was routine for him but exciting for viewers un- 


acquainted with police work. The second program showed the first few 
days of a young girl’s life in a convent. The third chapter of Hidden City 
tagged along with a student learning to fly. 


Bank officials who had originally assigned experimental status to 


the idea have been tremendously pleased with the results. Both the 


bank and the station have received multitudinous letters and phone 


calls of appreciation from the public, and industry regard is high. 


The very first program in the series won a “Gold Frame” award given 
by the Omaha Radio and Tv Committee. 


One satisfied bank official commented, “First National received more 
public-relations and advertising value from one monthly Hidden City 


program than from an entire syndicated film series we had a year ago.” 
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cigar brand, it recently ran a three-week 
schedule of nighttime ID's in four 
midwestern markets to introduce a new 
box. Further action is nebulous. 

Vince DeLuca is the timebuyer. 


COTY, INC. 
(BBDO, New York) 


The cosmetics company, which has been 
buying right along since March, continues 
to set new schedules in existing and new 
markets. Placements of night 20’s and 
ID’s, with some minutes, run for four to 
six weeks. Bob Wilson is the timebuyer. 


CVA CO., Subsid. Schenley 
Industries, Inc. 


(Norman, Craig & Kummel, Inc., 
JF, 

The first buy from the agency since 

taking over the ROMA wine account at the 
first of the year set six-week schedules 

of ID’s in nighttime slots in about a 

dozen markets. Frequencies are about 10 
per week, with the middle of this month the 
kick-off date. Similar buys are expected 
shortly. Inez Aimee is the timebuyer. 


DALE DANCE STUDIOS 


(Wm. Warren, Jackson & Delaney, 
Inc., N. Y.) 


The chain of dancing schools is currently 
running 20 filmed minutes weekly on 
wnta-tv New York, reportedly is looking 
to add two more New York stations and 
is checking avails for good openings 

in some of the other top markets where 
it has studios. Steve Jackson, tv-radio 
director, is the contact. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Following its customary summertime 
procedure, FALSTAFF beer is reported 
as hypoing schedules in its usual markets. 
Some of the new campaigns will carry 
through 26 weeks. Minutes, 20’s and ID’s 
are used in both day and night periods. 
Walter Harvey is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Some activity in scattered top markets 
was reported for POST 40% BRAN 
FLAKES and similar “adult” cereals, 
with placements of night 20’s set to start 
this month and run about 13 weeks. 
Dick Gershon and George Heffernan are 
the buying contacts. 

Activity has been on for some time on 
INSTANT MAXWELL HOUSE, with 
special-offer campaigns going on in 
certain markets and schedules being 
hypoed in others. Night minutes and 20's 
are used primarily, with a few daytime 
spots now and then for the offers. 
Grace Porterfield is the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 


Continuing with its policy of adding 
groups of markets for MINUTE potatoes, 
the product is reportedly opening up 

the west coast with an introductory 
campaign. Daytime minutes and 20’s are 
getting under way for brief runs. 

Pete Bardach is the timebuyer. 
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Chester Cooper, program manager of 
wuce-Tv New Haven, joined Gray & 
Rogers, Philadelphia, as a_ video 


producer. 





GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

Some summertime schedules were set to 
start this month on CHEERIOS, with 

kid shows in top markets getting filmed 
minutes to carry through until 
mid-September. Art Dunne is the timebuyer. 


GROVE LABORATORIES, 
Div. Bristol-Myers 

(Gardner Adv. Co., St. Louis) 
Although Grove’s 4-WAY cold tablets 


have been steady spot users for some years 
(out of Cohen & Aleshire, N. , 2 Ve 
BROMO-QUININE remedy is reportedly 
planning a major fall entry into a great 
many markets. Major areas will be used 
primarily, with lesser markets getting 
schedules only if the budget allows. 

Media supervisor Richard Epp is the 
contact. 


Personals 


DOLORES CARBONE, formerly 
buyer on Vel powder at Norman, Craig 
& Kummel, New York, has moved to 
Street & Finney, same city, to be a 
buyer on Colgate-Palmolive. 


EUGENE GREALISH, who has 
been all-media buyer at Bryan Houston 
for the past two years, has switched 
to Young & Rubicam, New York. He'll 
be buying on General Foods. Replac- 
ing him at Houston is ELIZABETH 
GRIFFITHS, who has been promoted 
to all-media buyer. 


DANIEL GORDON has joined 
Fletcher Richards, Calkins & Holden 
as vice president and media director. 
He formerly was with Donahue & Coe, 
New York, where he was media’ direc- 
tor since 1957. 


RUTH BABICK who has been head 
timebuyer at Earle Ludgin & Com- 
pany, Chicago has resigned after ten 
years with the agency. 











INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., 
St. Louis) 


Following a successful expanded spot 
campaign this spring, a major portion of 
the shoe budget again goes into tv for 
fall. Nine brands—men’s women’s and 
children’s—will use minute spots, 
with the kid shoes seeking juvenile 
adjacencies, the women’s using daytime 
and the men’s lines looking for spots 
near sports, news-weather and similar 
shows. Frequencies vary from one spot per 
week for four weeks to five per week 
for several months. Tentative starting 
date on all schedules is Aug. 17 for 
back-to-school. A total of 130 markets 
will be used, with the following contacted 
for avails and some to be added later: 
Albany (Ga.), Albuquerque, Alexandria 
La.), Amarillo, Augusta, Bakersfield, 
Baton Rouge, Billings, Bristol-Johnson City, 
Brownsville-Harlingen, Butte, Cape 
Girardeau, Champaign, Columbia (S.C.), 
Columbus (Ga.), Columbia (Mo.), 
Decatur, Duluth, Eau Claire, Eugene, 
Evansville, Fort Smith, Grand Forks, 
Greensboro (N.C.), Greenville (N.C.), 
Fort Wayne, Jackson, Jefferson City, 
Lafayette (La.), Lake Charles, Lincoln, 
Little Rock, Lubbock, Macon. 
Odessa-Midland, Paducah, Peoria, 
Pensacola, Providence, Quincy, 
Raleigh-Durham, Roswell (N.M.), 
San Angelo, Sioux Falls, Springfield (Mo.), 
Tallahassee, Texarkana, Toledo, Tucson, 
Tupelo, Tyler, Wausau, Waco, Yakima; 
And Abilene, Atlanta, Bay City-Flint- 
Saginaw, Beaumont-Port Arthur, 
Birmingham, Buffalo, Charlotte, 
Chattanooga, Chicago, Cleveland, Corpus 
Christi, Dallas-Ft. Worth, Davenport-Rock 
Island, Dayton, Denver, Des Moines, 
Detroit, Elkhart-South Bend, Erie, Fresno, 
Grand Rapids-Kalamazoo, Greenville 
(S.C.), Indianapolis, Columbus (0.), 
Jacksonville, Knoxville, Las Vegas, Miami, 
Milwaukee, Minneapolis-St. Paul, Mobile, 
Monroe, Montgomery, Norfolk, Omaha, 
Orlando, Richmond, Roanoke, Sacramento, 
St. Louis, Savannah, Wilkes-Barre-Scranton, 
Shreveport, Spokane, Tampa-St. Petersburg, 
Tulsa, Wichita, Youngstown; 








Roger L. Micheln has been promoted 
to local sales manager of WFRV Green 
Bay, it has been announced by Soren 
Munkhof, vice president and general 
manager. Mr. Micheln, who has been 
with the station since May 31, 1955, 
succeeds Jack Gennaro, who was re- 
cently named station manager. 





And Albany (N.Y.), Baltimore, Boise, 
Boston, Charleston-Huntington, E] Paso, 
Houston, Kansas City, Lansing, 

Los Angeles, Louisville, Madison, Memphis, 
Nashville, New Haven-Hartford, 

New Orleans, New York, Oklahoma City, 
Philadelphia, Phoenix, Pittsburgh, 
Portland, Rochester, Salt Lake City, 

San Antonio, San Diego, San Francisco, 
Seattle, Syracuse and Washington, D. C. 
Media-research manager Nellene Zeis is 
the buying contact. 
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JOHNSON & JOHNSON 
(L. W. Frohlich & Co., Inc., N. Y.) 
While this agency ran spot schedules in 
about half-a-dozen markets last winter 

for LIQUIPRIN aspirin and nose drops, 
both products for infants, fall plans are 
nebulous for a few months. New film 
commercials recently made, however, 
would seem to indicate forthcoming action 
when cold weather returns. The products 
have not been previously listed here. 
Manny Sternschine is the buying contact. 


LEVER BROS. CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 
As reported here May 4, PRAISE 





Transcontinent Rep 


Edward Petry & Co., which 
represents three stations coming 
under ownership and operation 
of Transcontinent Tv Corp., has 
been appointed national sales 
representative for all other 
Transcontinent stations, it was 
announced by TTC president 
David C. Moore. 


The firm currently owns and 


operates WGR-AM-TV Buffalo, 
wroc-Tv Rochester, WNEP-TV 
Scranton-Wilkes-Barre (60-per- 


cent ownership) and WSVA-AM-TV 
Harrisonburg, Va. (50 per cent 
ownership). FCC approval has 
been granted for Transcontinent 
to acquire three west-coast sta- 
tions owned by Marietta Broad- 
casting, Inc., and currently repre- 
sented by Petry—KFMB-AM-TV 
San Diego and KERO-TV Bakers- 
field. 

“It has long been our feeling,” 
Mr. Moore stated, “that one na- 
tional representative can do a 
more efficient job for a group of 
stations than can a number of 
different firms. After careful con- 
sideration, we believe the services 
and experience provided by Ed- 
ward Petry & Co., its manage- 
ment and salesmen, are best 
suited to the plans we have for 
future growth and development 
of all Transcontinent stations.” 
(TCC formerly had its o-and-o’s 
represented by two different 
firms, which—with the Petry 
handling of the Marietta stations 
—would have meant that three 
companies would split its sales 


efforts. ) 
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Celebrating its 10th anniversary this 
month, wroc-Ttv Rochester held a 


week-long series of special events. 
A two-day highlight was a personal 
appearance tour by John Bromfield, 
star of U. S. Marshal, who is flanked 
here by Budweiser account executive 
Tony Amandola of D'Arcy Advertis- 
ing and L. Walton Smith, director of 
public relations for the station. Other 
events included a WROC-TV staff picnic, 
a birthday-cake-cutting ceremony and 
a station presentation of an award for 
meritorious achievement to an out- 
standing Rochester citizen. 





continues to add top markets to its list, 
with new ones getting schedules of day and 
evening minutes under way last week for 
26-week runs. Mary Dwyer, assisted by 
Shel Boden, is the timebuyer. 


LIGHTOLIER, INC. 
(Alfred Auerbach Associates, Inc., 
N.Y.) 


This well-known name in both home and 
industrial lighting is entering video for 
the first time with a spot campaign in 
Cleveland set to begin about mid-September. 
The product will be a $14.95 desk lamp, 
with the pitch aimed at parents of 
studying school children. Minute films, 
probably mostly in daytime slots, will run 
for four-to-eight weeks in saturation 
freqencies. If results are good, the 
company’s wide distribution would make 
expansion an easy matter. Warren 
Osterwald, media buyer, is the contact. 


MACO TOYS, INC. 
(Friend-Reiss Adv., Inc., N. Y.) 


This Brooklyn toymaker first entered spot 
last fall and has been using the medium 
continually since. Schedules of minutes in 
kid shows are currently running in 
Cleveland, Chicago, Boston, Dallas, Detroit, 
Los Angeles, Louisville, Miami, New York, 
Philadelphia, Pittsburgh, San Antonio 

and San Francisco. Featured are the 
INVADER GUN and an army BIVOUAC 
SET. New buying is indicated. Bill Reese 
is the tv-radio director and contact. 


MELNOR INDUSTRIES 
(Smith-Greenland Co., N. Y.) 


With buying virtually completed at 





press time on this firm’s oscillating lawn 
sprinkler, media director Les Towne 
reported the market list had climbed from 
the 27 planned on originally to nearly 50 
areas. Night minutes and 20’s run through 
the grass-planting, hot-weather season, _ 
with the spots placed late in the week to 
reach Saturday hardware shoppers. 


MGM—SONNY BOY OF 
CALIFORNIA 

(Warwick Adv, Inc., Fresno) 

The new Metro movie, The Mysterians. 

is using a unique tie-in arrangement with 
SONNY BOY chocolate syrup in 

New York and probably other scattered 
markets where the film is showing. 
Labels are good for ticket reductions at 
the theatres. A filmed minute spot runs in 
kid shows. (Donahue & Coe, Inc., N. Y.. 
may aiso set some schedules on the 
movie without the tie-in deal. Markets 
and starting dates would depend on where 
and when the film is booked.) 


NATIONAL BISCUIT CO. 
(Ted Bates & Co., Inc., N. Y.) 


Having run a rare spot schedule in a 
fair-sized number of top markets in April, 





Rep Report 


The Atlanta office of Peters, Griffin, 
Woodward, Inc., added Hunter §, 
Bell as a tv account executive. Mr. 
Bell was previously with the Amer- 
ican Security Insurance Co. as a spe- 
cial representative. 

Dorothy Nicholls, formerly a re- 
search supervisor at Benton & Bowles, 
joined the research staff of Blair-Ty. 
Miss Nicholls has served in broadcast- 
ing with CBS and Young & Rubicam, 
Inc. 

Two additions and a promotion in 
department 
were announced by Edward Petry & 


its promotion-research 


Co., Inc. Joining the staff are Myra 
Wheeler, who has been in the sales 
service department at KPRC-TV Hous- 
ton, and Francesca Ribitsch, who 
has been with Equitable Life Insur- 
ance Co. Jane Moore, a film buyer at 
Ted Bates & Co. before joining Petry 
six months ago, was named assistant 
manager of research. 

Weed & Co. recently opened a St. 
Louis office under the management of 
Edward D. Podolinsky, formerly na- 
tional sales manager of KTNT-TV 
Seattle. 

New offices in Kansas City and St. 
Louis were opened by the Bolling Co., 
Inc., under the direction of Eugene 
Gray, who has served in the agency 
and representative fields in Kansas 
City. 
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Buyer Profile ... . 
A“ his wife and his three young 


sons (ages four years, two years 
and six weeks, respectively), John 
Gregory Sullivan has two loves in his 
life—Bates and boats. 


Greg, broadcast buyer at Ted Bates 
& Co., Inc., puts in atypical long-hours 
work week in his second-floor office in 
the metallic Tishman building on New 
York’s Fifth Avenue, but manages to 
spend his free time buzzing about At- 
lantic bays in his 18-foot motorboat. 


“Because I’m so enthusiastic about 
boating and have an agency back- 
ground,” he notes, “I’m the ‘public- 
relations director’ for the Five Har- 
bors Boat Club. You'll notice I said 
boat club, not yacht club; we’ve got 
a little way to go yet.” With the club 
membership having boomed from six 
charter names to 56 members in a 
year, however, Greg said the organi- 
zation was negotiating to buy a 60- 
foot yacht once owned by Douglas 
Fairbanks. “It leaks,” he smiles, “but 
we could fix it up.” 


GREG SULLIVAN 





’ : 

In addition to handling the pr work 
for the boat club—he was interviewed 
for a Monitor boating story recently 
—Greg is a member of the Marine 
Auxiliary Police and rides along with 
the regular police on patrol. “Theo- 
retically, you're supposed to give eight 
hours a month to patrol duty,” he says, 
“but I’ve been busy . . .” 


Born in 1926 in New York, Greg 
Sullivan took his Bachelor of Busi- 
ness Administration degree at Man- 
hattan College after studying at the 
merchant marine academy for two 





years at Kings Point. He entered ad- 


vertising while in college, working as 
a summertime messenger for BBDO. 
Upon graduating, he joined that agen- 
cy in the media research department, 
then became first an assistant and next 
a full-fledged buyer on TWA and 
other accounts. In January 1956 he 
joined Ted Bates. 


As far as problems go, he has few. 
“It’s been said Ted Bates obtains the 
best cost-per-thousand’s in tv, and the 
exciting thing about buying is it’s a 
whole new business; we're laying our 
own rules as we go along. Rating 
books and policies change constantly, 
so to stay on top in the business, you 
have to be there when things happen 
and learn from them. You can think 
up new ways of doing something and 
try them, rather than buying one way 
because ‘this is the way it’s always 
been done.’ ” 


Greg lives in Huntington, Long 
Island, with his trio of young sailors 
and his wife Joan—whom, inciden- 
tally, he met on a boat. 
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DROMEDARY mixes returned the middle 
of this month for about four weeks. 
Daytime minutes to reach the housewives 
are being used. Chet Slaybaugh is the 
timebuyer. 


NEW ENGLAND 
CONFECTIONERY CO. 

(C.J. LaRoche & Co., Inc., N. Y.) 
Although reported elsewhere that the maker 
of NECCO candies was boosting his 
budget about 2% times, it’s understood 
the increase is closer to 20 per cent. Most 
of the firm’s fall spot buying is completed, 
with schedules of minutes in kid shows 
starting in September. About 25 top 
markets will be used. The west-coast area 
should be included for the first time. 
Chuck Eaton is the buying contact. 


OZROW PRODUCTS, INC. 
(Smith-Greenland Co., N. Y.) 

This maker of WHIRLAWAY car-and- 
window washers was noted here 

March 23 as setting four-week schedules 
in about 30 cities. Evidently the early 
campaign was highly successful, as the 
agency reports the placements were 
extended to roughly 125 tv markets. 
Nighttime minutes in light frequencies 





Agency Activity 

William J. Peterson, vice president, 
was recently named creative director 
of the Los Angeles office and creative 
tv coordinator for all six Cunning- 
ham & Walsh, Inc., offices. 

Jack A. Partington Jr., formerly 
associate director of network pro- 





grams for CBS-TV, joined Sullivan, 
Stauffer, Colwell & Bayles, Inc., as a 
video producer. 

Don Blauhut, tv-radio director for 
Parkson Adv. Agency, Inc., has shifted 
from New York to Hollywood, where 
he will establish a west-coast branch 
of the agency. 

Another New York agency opening 
a Los Angeles office is the Getschal 
Co., Inc., which celebrates its 10th 
anniversary this summer. 

Commercial Recording Corp., a 
Dallas firm specializing in musical 
campaigns for tv-radio stations, has 
formed a_ subsidiary, Commercial 
Adv. Associates, Inc. 
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toy item.” 





up as production and orders increase.” 

Late last month, schedules were set in Chicago, Los Angeles and sev- 
eral other top toy markets. An additional 10 markets are to be added 
next fall. National rights to Crawltrak were purchased by Playtime Prod- 
ucts, Inc., Warsaw, Ind., with the Block agency continuing to handle the 


campaign. 


retary-treasurer. 





were used. Media director Les Towne is 
the contact. 


PHILIP MORRIS, IN 
(Leo Burnett Co., Inc., Chicago) 
The long-rumored MAYFIELD brand 
which marks Philip Morris’ entry into the 
mentholated cigarette field is reportedly 
testing via spot and other media in 
Washington and Oregon markets. 

Media director Gus Pfleger is the contact. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N. Y.) 

As customary during the summer months, 
P&G’s home permanents pick up additional 
spots. Schedules of night 20's are to 

begin about issue date for PIN-IT, with 
selected top markets getting contracts for 
52 weeks. Dorothy Houghey is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 
P&G's “new, blue” CHEER got schedules 
of nighttime minutes under way early 
this month in selected top markets, with 
the placements to run about four weeks. 
Also seeing new activity is SPIC AND 


‘ 





Heavy Spot Campaign for New Toy 
A new toy called “Crawltrak” will be, according to account executive 
Ralph Wemhoener of Frank Block Associates, St. Louis, the subject of 
“the most extensive concentrated spot campaign ever used for a single 


Described as a “miniature army tank,” the Crawltrak is actually a one- 
piece band of flexible, corrugated fibre-board 23 inches wide and long 
enough for a child to kneel inside. Moved by the crawling action of the 
youngster, the band simulates a tank-tread as it rolls across floors, up 
steps and over logs and low obstacles. 

Crawltrak was introduced in the St. Louis area early last month with 
the entire ad budget going into filmed minute spots on several kid pro- 
grams. A minimum of 43 spots per week was set for a four-week run. 
In the first eight days of the campaign 5,600 units were ordered. More 
than 80 per cent of the St. Louis stores carrying toys ordered Crawltrak, 
and a great many reordered quickly. 

At present, the company is geared to produce 200 dozen units a day, 
but is boosting production to 500 dozen shortly. It plans to continue tv 
schedules in St. Louis until orders hit 120,000 units. 

“We'll follow the same program in each new market,” said Mr. Wem- 
hoener. “We'll start with a minimum of about 45 spots and step things 


Like the Whirley-Whirler, another toy that started on video in St. Louis 
and expanded nationally just a short time ago, Crawltrak is the brain- 
child of several St. Louis businessmen who believe spot tv is the only way 
to promote it. Invented by designer-contractor Leo Jacobson, the toy 
grew into Crawltrak, Inc., a firm headed by president Charles Graubner, 
mayor of Webster Groves, Mo. Serving as vice president is Martin Hilby, 
an investment counselor. H. Jackson Daniel, a law firm partner, is sec- 








SPAN, which uses night minutes. Katherine 
Hoppe, assisting Marcia Roberts and 
Charles Buccieri, handled the buying. 


QUAKER CITY CHOCOLATE 
& CONFECTIONERY CO. 
(Adrian Bauer & Alan Tripp, Inc., 
Phila.) 

The maker of GOOD °N PLENTY candy 
plans a fall campaign very similar to 

last year’s—involving schedules of live and 
filmed minutes in kid shows in Baltimore, 
Boston, Buffalo, New York, Philadelphia, 
Cleveland, Chicago, Detroit, Los Angeles, 
New Haven, Pittsburgh and perhaps a 
few other markets. Mid-September is the 
starting date. Ty-radio director 

Elmer Jaspan is the buying contact. 
SANDURA CO. 

(Various local agencies ) 

In addition to continuing placements of 
spot from Hicks & Greist, Inc., N. Y., 

this firm sets schedules for its distributors 
through agencies in each area. Hirsch, 
Tamm & Ullman, St. Louis, bought one 
night of the five-nights-weekly Eye On 

St. Louis on KMOX-TV. The Elkman Co., 
Phila., was just appointed to handle 
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Quaker Oats has to get its work 
in before breakfast or it’s too 
late. So Ad Director, Robert 
Macdonald, developed a philos- 
ophy anyone can use—“Do it 
now! Doit yesterday! But don’t 
put it off until tomorrow!” 


It’s a formula that looks to the 
future and, for that reason, 
leads very naturally into selling 
more than just product. 


Develop a personality. 


Mr. Macdonald feels that in- 
corporating public interest 
messages in product advertis- 
ing is an excellent way to pre- 
pare today for tomorrow. 

“It helps develop a friendly, 
likeable corporate rersonality,” 
he says. “And this is just as 
important as building a favor- 
able franchise for consumer 
product. A favorable corporate 
image makes it easier to get 
credit in financial circles, to 
attract reliable personnel and 
makes our own shareholders 
and employees feel that their 
company is unselfishly inter- 
ested in the nation’s welfare.” 
“And,” adds Mr. Macdonald, 
“do it now, or it will be more 
difficult later.” 


What was done? 


Mr. Macdonald asked his top 
management to get behind the 
Advertising Council . . . to in- 
corporate Council public serv- 
ice projects in all advertising of 
Quaker Oats products. 

Figures from October ’56 
through January ’59 show how 
massive the program has been. 
Newspaper circulation carrying 
Quaker Oats ads in support of 
Council causes was 130,585,940; 
magazine circulation, 244,713,- 
016; home impressions on TV 
and radio were 259,357,600 on 
network programs alone. 


How to put in a full day’s work 
... before breakfast 



















































You can benefit, too. 


You can help your company 
build a more favorable corpo- 
rate image. Include Advertising 
Council drop-ins in your regu- 
lar advertising; use a Council 
advertisement instead of ““Com- 
pliments of a Friend” in your 
yearbook advertising; see that 
Council campaign posters are 
on bulletin boards in all your 
offices and plants. 


The advertising materials—re- 
production proofs, newspaper 
proofs and mats, posters, copy 
for radio and TV spots, etc.— 
are free. The current campaigns 
are: 


Aid to Higher Education 
Better Mental Health 
Better Schools 

Crusade for Freedom* 
Forest Fire Prevention 
Red Cross* 

Register, Contribute, Vote* 
Religion in American Life 
Religious Overseas Aid 
Stop Accidents 

United Fund Campaigns* 
United Nations* 

U. S. Savings Bonds 


*Not year-round campaigns 


For more information send in 
the coupon below, or call the 
Advertising Council branch 
office nearest you. Branches in 
Chicago, Los Angeles and 
Washington, D. C. 


THE ADVERTISING COUNCIL, INC., 
25 West 45th Street, —_ cs 


New York 36, New York + 
= 

Please tell me how to tie 

in with the Council. we od 





NAME 





COMPANY 





ADDRESS 
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BOSTON 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Highway Patrol (Ziv) wez-Tv Tue. 7 a 
Silent Service (CNP) wez-tv Fri. 7 ......17.7 
Divorce Court (Guild) wHDH-TV Thu. 10 ..17.5 
City Detective (MCA) wNac-Tv Tue. 8 » 88.6 
Sea Hunt (Ziv) wHpu-tv Tue. 10:30 ..... 14.0 
SA 7 (MCA) wupn-Tv Fri. 10:30 ...... 14.0 
Jeff’s Collie (ITC) wez-Tv Mon. 7 ...... 13.4 


U.S. Marshal (NTA) wNac-Tv Sat. 10:30 ..12.9 
This Is Alice (NTA) WHDH-Tv Sat. 7 ....12.7 
Rescue 8 (Screen Gems) WNAC-TV Tue. 7:30 12.5 
Huckleberry Hound (Kellogg) 


WHAG-EY Tee. C200 cciccccwcccccsccessee 12.5 
U.S. Border Patrol (CBS) wez-tTv Wed. 7 ..11.6 
Whirlybirds (CBS) wsz-tTv Thu. 7 ........ 11.5 


Walter Winchell File (NTA) WNAc-TV Mon, 7 11.0 
Sheriff of Cochise (Famous Films) 
WNAC-TV Sun. 6:30 


TOP FEATURE FILMS 


Wednesday Showcase WNAC-TV 
Wed. 6:30-8:30 
Boston Moyietime wez-tv Fri. 5 


Command Premiere wBz-Tv Sun. 
Boston Movyietime wBz-Tv Wed. 
Early Show wWNac-Tv Fri. 5-6:30 . 8.6 





TOP NETWORK SHOWS 


Emmy Awards WBZ-TV 


Sunset Strip WHDH-TV 
I've Got a Secret WNAC-TV 
At The Movies WBZ-TV ..........- 
Gunsmoke WNAC-TV ........+66- 

To Tell The Truth WNaAc-TV 
Perry Mason WNAC-TV ....... 
You Bet Your Life wsz-Tv 
Maverick WHDH-TV 





Wagon Train WBZ-TV ...... 


MILWAUKEE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
Highway Patrol (Ziv) wrmMs-Tv Thu. 9:30 ..28.6 
Rescue 8 (Screen Gems) WTMJ-TV Thu. 8 
State Trooper* (MCA) wTMJ-TV Tue. 9:3 
Flight (CNP) wrMJ-Tv Sat. 9:30 ........ 
Citizen Soldier (Flamingo) WISN-TV 














es. OU  cdit wee See bb ecerebedeeben-eeewe 22.4 
Sea Hunt (Ziv) wisN-tv Thu. 9 ....... -18.1 
New York Confidential (ITC) wtMs-TVv 

Pe SEE oecwhvascchbe teeeharecebete 17.5 
Mackenzie's Raiders (Ziy) wisN-Tv Sun. § 15.2 
Target (Ziv) WISN-TV Tue. 9:30 15.1 
Official Detective (Famous Films) 

WEHN-ST Bam. O nwccccvecsvvccvesccsces 14.8 
Silent Service (CNP) wisn-Tv Thu. 9:30 ..14.7 
SA T (MCA) wras-tTv The. 7 ...ccccces 13.6 
Terrytoons (CBS) wrmMs-tTv Sat. 10:30 a.m. 10.6 
Tugboat Annie (ITC) wrMs-Tv Mon. 10:15 10.4 
Sky King (Nabisco) wrmMs-Tv Sat. 11 a.m. .. 9.7 


TOP FEATURE FILMS 


Saturday Night Theatre wWrMJ-Tv 
eR. BOER. WOE, .o00-0cesscccces eee 
Late Show wiTi-Tv Fri. 10: 12:15 a.m. ..14.4 


22.0 





Late Show wWITI-TV Sat. 10-12:30 a.m. ....13.4 
Late Show WITI-TV Mon. 10:15-12 mid. ....11.5 
Late Show wiTi-Tv Tue. 10:15-12:15 a.m. ..11.4 


TOP NETWORK SHOWS 


Emmy Awards 


WTMJ-TV 
Sunset Strip WISN-TV 
The Real McCoys wisN-TV 
Wagon Train WTMJ-TV 
Perry Como WTMJ-TV 
Maverick WISN-TV 
The Rifleman WISN-TV ........... 
Desilu Playhouse WITI-Tv 
Chevy Show WTMJ-TV ............ 
You Bet Your Life wrms-tv 













*Indicates programming change during four-week 
Ratings for one-week are given. 
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CHARLESTON, W. VA. 
3-Station Report 


(four-week ratings) 
TOP SYNDICATED FILMS 


U.S. Border Patrol (CBS) wcons-tTv 





SOC winecas TTT Te Cry TT TT TTT 20.3 
Popeye (UAA) WSAZ-TV sicidcuet te lees mnie 17.5 
State Trooper (MCA) wsaz-TV Wed. 7 | 


Iluckleberry Hound (Kellogg) wWsaz-Tv Mon. 7 17.3 
Woody Woodpecker (Kellogg) Wsaz-TV 


Wed. 5:30 . Coe Sreecoeosesscce sesvcnme 
Rescue 8 (Screen Gems) wsaz-Tv Thu. 7:30 16.5 
Sea Hunt (Ziv) wous-Tv Sat. 10:30 ...... 15.8 
Superman (Kellogg) wsaz-Tv Tue. 5:30 ..15.3 
Highway Patrol (Ziv) WHTN-TV Sat. 10:30 14.9 
Jeff’s Collie (ITC) wons-tv Thu. 7 .....13.5 
Death Valley Days* (U.S. Borax) WSsAz-TV 

Pe. TF ccccoscecvnses ctosenacecdouncs 13.4 
Union Pacific (CNP) wsaz-Tvy Mon. 10:30 13.3 
Whirlybirds (CBS) wsaz-tv Thu. 7 ......13.0 


26 Men (ABC) wens-Tv Tue. 10:30 ....12.0 
Sky King (Nabisco) wsaz-Ty Mon. 5:30 ..11.9 


TOP FEATURE FILMS 


Feature Film wcons-Tv Sun. 9-11:15 ......19.4 
Feature Film wens-Tv Sun. 6-7:15 ......12.6 
Nitewatch* wsaz-Tv Sat. 11:15-1 a.m. ....10.8 
Feature Film wconus-Tv Sat. 11:15-1:45 a.m. 6.3 
Nickelodeon Theatre* wous-Tv Sun. 3-4:30 .. 5.8 





TOP NETWORK SHOWS 





The Real McCoys WCHS-TV ............ 51.2 
The Rifleman WCHS-TV ...........+- . - 48.0 
Wagon Train WSAZ-TV ....... See FL 
77 Sunset Strip wWcHs-TV 45.9 
Peter Gunn WSAZ-TV .........- 3.00 45.0 
Maverick WCHS-TV eer Teer ee ee 41.7 
Tales of Wells Fargo WSAZ-TV ........... 10.6 
Mestions Gam WGAS-TV ..nccccccccccccccs 38.6 
Lawman WCHS-TV hacen cee 7 





Pat. Boone WCHS-TV 


PITTSBURGH 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


State Trooper (MCA) KDKA-TV Sat. 10:30 
Silent Service (CNP) KDKA-Tv Sat. 11 
Death Valley Days (U.S. Borax) 
KDKA-TV Thu. 7:30 TTTTTT TT Ly 
Popeye (UAA) wiic Sat. 9 a.m. 
The Honeymooners (CBS) wc Sat 
Sea Hunt (Ziv) KDKA-TV Tue. 8 ae 
Flight (CNP) KDKA-TV Sat. 7 .......... 











Dial 999 (Ziv) wre Mon. 10:30 . 

Decoy (Official) KDKA-Tv Tue. 7:30 

Huckleberry Hound (Kellogg) 

EDEA-TV Mom. 6:30 ......ccce- sg 10.2 

Whirlybirds (CBS) wiic Mon. 7 ......... 10.2 

Roy Rogers (Roy Rogers Syndication, Inc.) 

ey eR: SEBO. 6 ¢ <0-06:60 0055008 ° 9.3 

Superman (Kellogg) KDKA-TV Wed. 6:30 8.3 

Rescue 8 (Screen Gems) wTae Fri. 7 7.9 

Mackenzie's Raiders (Ziv) wito Fri 7.9 
TOP FEATURE FILMS 

Movie of the Month KDKA-Tv Fri. 7:30-9 ..21.0 

Gateway Studio Presents KDKA-TV 

Dee. BRsES-259S GM. nncssccccces 18.9 

Gateway Studio Presents KDKA-TV 

Fri. 11:15-1:15 a.m. ..... eeece . 15.6 

Gateway Studio Presents KDKA-TV 

Bem. 22225-25325 Gm. ..cccccese Serert  * 

Gateway Studio Presents KDKA-TV 

Wee. BESES-ESES GP. oc ccctccesvoese 13.8 


TOP NETWORK SHOWS 


Gunsmoke KDKA-TV 








Have Gun, Will Travel KDKA-TV ......... 36.4 
Emmy Awards wiic Tye eTeeT eer or 
Demy TR GAPSY oc sccscvscscces .- 34.2 
Father Knows Best KDKA-TV .. 34.1 
Danny Thomas KDKA-TV ...... 1 
Ann Sothern .KDKA-TV 6 
Playhouse 90 KDKA-TV ...........0e00- 2 
Desilu Playhouse KDKA-TV ..........- wll 
ee SOUND» <6in-a dud s0eeibws. aia ee 9 
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CINCINNATI 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Highway Patrol (Ziv) wWKRC-TV Sat. 10:30 27.3 


Mike Hammer (MCA) WKRO-TV Wed. 9 ..204 


U.S. Marshal (NTA) wepo-Tv Sun. 9:30 18.4 
Huckleberry Hound (Kellogg) wepo-rvy 
ee PETITE TT ee eee 15.4 


U.S. Border Patrol (CBS) wepo-ty 
BA, BR ccccivivestsicsssciwnl 15.0 
Danger Is My Business (CNP) WLW-T Mon. 7 } 
Woody Woodpecker (Kellogg) wero-rtvy 

See. © «.:; . se oeees ° oc ecenes 13.9 
26 Men (ABC) wLw-T Thu. 7 








13.7 
Sea Hunt (Ziv) wkro-Tv Thu. 7 12.6 
Three Stooges (Screen Gems) woro-ty 
Mon., Tue., Fri. 6:30 ... és .- 12.2 
De. Valley Days (U.S. Borax) 
WK Tv Fri. 7 


Racket Squad (ABC) wepo Tv Sun. 10 
Annie Oakley (CBS) wepo-tv Thu. 6 





Superman (Kellogg) WCPO-TV Mon. 6 
Search For Adventure (Bagnall) wiw-tT 
Wed. 7 wt O86 eeeenses 10.7 


TOP FEATURE FILMS 








Home Theatre WKROC-TV Sat. 11:15-2 a.m. ..12.1 
Home Theatre WKRO-TV Fri. 11:15-2 a.m. 14 
Home Theatre WKRO-TV Tue. 11:15-12:45 a.m. 7.3 
Home Theatre WKRO-TV Sun. 11:15-1:15 a.m. 6.5 
Home Theatre WKRC-TV Mon. 11:15-1 a.m. .. 5.8 
TOP NETWORK SHOWS 
The Real McCoys wepo-ty . eoce - 43.4 
Emmy Awards wWLw-t ° coeees 40.8 
77 Sunset Strip weopo-ty . . . 38.2 
You Bet Your Life WLW-T ......... 37.3 
Gunsmoke WKRC-TV eee . 36.0 
Pat Boone WCcPo-TV . . ° 35.8 
The Rifleman wepo-Tv .... ‘ “Tr 
Wagon Train WLW-T : . . 34.6 
Maverick WCPO-TV 00 0865.00 saan 34.1 
I’ve Got a Secret WKRC-TV coccccescee ese 
SAN FRANCISCO 
4-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
Sea Hunt (Ziy) KRON-TV Tue. 7 .. 222 33.2 
Highway Patrol (Ziv) KRoNn-Tv Tue. 6:30 ..18.8 
Divorce Court (Guild) KRON-TV Sat. 6 ....18.5 
San Francisco Beat (CBS) Kprx Sat. 7 17.9 
U.S. Marshal (NTA) KRON-TV Thu. 7 - 18.7 
Popeye (UAA) KRON-TV M-F 5:15 ...... 12.6 
Treasure (Major) KRON-TV Fri. 6:30 ....11.5 
Science In Action (Coronet) KRON-TV Mon. 7 10.1 
Colonel Flack (CBS) KRON-TV Mon. 6:30 .. 9.5 
Bold Venture (Ziv) KRON-TV Thu. 6:30 .... 9.5 
Wonders of the World (Caples) KTVU 
Tue. 7:30 . 06606 600 cease ede.ccusa ee 
Huckleberry Hound (Kellogg) KTVt 
et ee ven ery 8.3 
Rescue 8 (Screen Gems) KRON-TV Wed 8.3 
State Trooper (MCA) KPIX Tue. 7:30 .... 81 
Three Stooges (Screen Gems) KRON-TV Sun. 5 8.1 


TOP FEATURE FILMS 


Fabulous Features KPIxX Sun. 5:30-7 . 12.6 
6 O'clock Movie KGO-Tv Tue. 6-7:30 ...... 11.8 
Best of MGM KGo-Ty Sat. 10 5 
6 O’Clock Movie KGO-TV Tue 4 


Movie Time KRON-TV Sun. 5:3 





TOP NETWORK SHOWS 


Cavaleade of Sports KRON-TY 
Emmy Awards KRON-TV 





Sunset Strip KGO-TV 
Father Knows Best KPIX ........++++++5 
Wednesday Night Fights KGo-TV ........- 29.0 
The Rifleman KGO-TVv 
Wyatt Earp KGoO-TV 
Wagon Train KRON-TV 
The Real McCoys KGO-TV 
Martin KRON-TV 





Dean 





















































. * * 
ARB City-By-City Ratings May 1959 
CORPUS CHRISTI DENVER HOUSTON 
2-Station Report 4-Station Report 3-Station Report 
(one-week ratings) (four-week ratings) (four-week ratings) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDECATED FELIS 
— 1. Whirlybirds (CBS) KPprRo-Tv Sat. 6 34.0 
273 1. Rescue 8 (Sereen Gems) KzTv Wed. 9 ....35.2 1. Whirlybirds (CBS) KLz-Tv Mon. 9 ........ 33.1 2. State Trooper (MCA) KHOU-TV Sat. 9:30 27.0 
204 2. Decoy (Official) KzTv Sat. 9:30 ..........33.0 2. Death Valley Days y 3. SA 7 (MCA) KTRK-TV Sun. 8:30 21.2 
..184 3. Whirlybirds (CBS) Kztv Fri. 9:30 ET a” ae ieee ee 30.0 4. Rescue 8 (Screen Gems) KPRC-TV Thu. 9:30 19.9 
4. State Trooper (MCA) KzTv Sat. 8 3. Highway Patrol (Ziv) Koa-Tv Fri. 9:30 ....28.9 5. Sea Hunt (Ziv) Krro-Tv Tue. 10 19.3 
15.4 5. Highway Patrol (Ziv) Kris-Tv Tue. 4. Badge 714 (CNP) KLz-Tv Wed. 9:30 ...... 20.4 5. Sky King (Nabisco) KPrc-Tv Sat. 10:30 a.m. 19.3 
6. U.S. Marshal (NTA) Kris-TV Wed. 4. Rescue 8 (Screen Gems) KLZ-TV 9:30 ...... 20.4 6. Mike Hammer (MCA) KTRK-TV Tue. 9:30 18.7 
..15.0 7. 0. Henry Playhouse (Famous Films) 5. Sky King (Nabisco) Koa-TV Sat. 9:30 a.m. 19.7 7. Death Valley Days (U.S. Borax) 
T1486 KzTv Tue. 8 scnereseveSawheseoece ed 21.5 6. Bold Venture* (Ziv) Koa-Tv Wed. 8:30 ....19.5 KPRC-TV Thu. 10 . ‘ 16.9 
' 8. Huckleberry Hound (Kellogg) KzTv 7. Mackenzie's Raiders (Ziv) KLz-Tv Wed. 9 ..19.0 8. Life of Riley (CNP) Kuou-Tv M-F 6 ....16.7 
13 Tha. 5:80 ...2--ererereeccscccsececces 30.9 8. U.S. Marshall (NTA) Koa-Tv Sat. 9 ...... 18.6 9. Flight (CNP) KTRK-Tv Thu. 9 16.6 
130 9. Woody Woodpecker (Kellogg) KzTv Tue. 5:30 19.7 9. Dr. Hudson’s Secret Journal* (MCA) 10. Highway Patrol (Ziv) KHouU-TV Tue. 9:30 15.8 
126 10. Popeye (UAA) KzTv M-F 5 ..........008:. 19.6 ie ae eee AS, 4 11. Big Story (Flamingo) Krrc-Tv Mon. 10 15.1 
11. Public Defender (Interstate) KzTv Fri. 10 19.1 10. Sea Hunt (Ziv) KLS-Tv 8 12. U.S. Marshal* (NTA) Kprc-tv Tue. 9:30 13.5 
12.2 12. Bugs Bunny (UAA) KzTv Wed. 5:30 ......18.5 11. Flight (CNP) KLz-Tv Sat. 8:30 ....... . 16.6 13. Popeye (UAA) KTRK-TV Sat. 11:30 a.m 12.7 
13. Three Stooges (Screen Gems) KRIS8-TV 2. Annie Oakley* (CBS) KBTv Fri. 6 ....... 15.8 14. Man Without A Gun (NTA) KHOU-TY 
..14 Bet, C250 GM. .c.b.cccocsdeeseceumcbeen ove 18.0 13. Colonel Flack (CBS) KLz-TV Tue. 9 : 15.7 Se: GE: oases savin ‘ 12.3 
..112 14. Tugboat Annie (ITC) KzTv Tue. 6:30 ..... 14.1 14. Woody Woodpecker (Kellogg) KBTV Tue. 6 ..14.8 14. Huckleberry Hound (Kellogg) KuoU-TY 
6 112 14. Flight (CNP) KzTv Tue. 10 ............ 14.1 ie: Ce ns 12.3 
--lhl y ‘ 
TOP FEATURE FILMS TOP FEATURE FILMS TOP FEATURE FILMS 
+107 Movie Masterpiece KBTV Sat. 9:30-11:30 ..14.5 1. Academy Award Theatre KHOU-TV 
1. Morictine ERu-tv Sat. ¢-6 2. Movie Masterpiece KBTV Fri. 9:30-11:30 ..10.8 Sat. 10-12:15 a.m. ....... 18.0 
3. Mevictime Eaw-sv Sms. 3 ° 2. Academy Theatre KOa-TV Wed. 9:15-11 ....10.8 2. MGM Theatre KPRO-TV 
2. Oul Thentee ety Bes. 3°: rage 3. Movie Masterpiece KBTV Thu. 9:30-11 ....10.6 Fri, 10:15-12:15 am. .... 12.4 
- 121 i. Ten Star Movie KzTv Fri 4 4. Movie Masterpiece KBTV Mon, 9:30-11 .... 9.3 3. Sunday Matinee* KTRK-TV Sun 3-4:30 8.7 
m. 7.4 5. Starlite Theatre KRIS-TV Sat 2 4. Saturday Matinee KTRK-TV Sat. 1-4 7.0 
.m. 7.3 ay 7 ~ re 5. MGM Theatre KPRO-TV 
=o TOP NETWORK SHOWS TOP NETWORK SHOWS Tue, 10:45-12:30 a.m. . 5.9 
++ 58 ; D. Gamemeee BEBOP kos esc0ats es Weesses 41.7 5. MGM Theatre KPRO-TV 
<a Ale waggle gl aha si ia i ct =e 5 i UO sida shnkaceneanteocses 40.0 Wed. 10:45-12:45 a.m. . 5.9 
3. Wages Train ERIS-T¥ a elk pegs 3. Desi Playhouse KLZ-TV ..........+++- 35.9 
8, Meet BEET .....ceccccecssescsncans- 47.7 0 eee 2 eagvere aaa TOP NETWORK SHOWS 
4. The Real McCoys KRIS-TV ..........2...0- 47.1 eens Glee MRA oe 33.1 1. The Rifleman KTRK-TV re 54.3 
Sc. Fee Ge & Bees MERE ccc cecawcevesocaes 43.0 6 cians Hea Rab ip as CN 32.8 2. Wagon Train KPRC-TV 50.6 
6. Ozzie and Harriet KRIS-TV ..........-00. 41.8 y Gs Mae” eee <<< ococese ete 5 3. Wyatt Earp KTRK-TV 15.9 
7. Alfred Hitchcock Presents KZTV ...........4 39.8 ‘eee Sees S80e8 ........ ren 30.3 4. The Real McCoys KTRK-TV , 43.5 
1. Wyatt Earp KRIS-TY ®. This Is Your Léfe® mOa-TV ........ccccee 29.1 5. Emmy Awards* KPRO-TV $9.5 
8. Desilu Playhouse ESTV 2... ccccccccccccss 39.7 80. Bed Ghelten ELO-TT ........ ant eto 28.8 6. Lawman KTRK-TV ....... 39.4 
9. G.B. Theatre EZTV .. 2... cece eccececes 39.4 7. Gunsmoke KHOU-TV ....... 38.1 
we = i ST LOUIS 8. Maverick KTRK-TV ..... 35.8 
SEATTLE-TACOMA 7s - 9. 77 Sunset Strip KTRK-TV . 34.5 
S 2 10. Cheyenne* KTRK-TV 33.9 
5-Station Report 4-Station Report ; 
(one-week ratings) WICHITA 
(one-week ratings) 2 
TOP SYNDICATED FILMS 3-Station Report 
TOP SYNDICATED FILMS (four-week ratings) 
1. Highway Patrol (Ziv) Ksp-Tv Thu. 9:30 ..29.3 
1. Rescue 8 (Screen Gems) KING-TV Fri. 9:30 28.0 2. Mike Hammer (MCA) Ksp-Tv Sat. 10 8 TOP SYNDICATED FILMS 
2. Highway Patrol (Ziv) Komo-Tv Thu. 7 ....24.7 3. Whirlybirds (CBS) Ksp-Tv Tue. 106 , 8 1. Sea Hunt (Ziv) KAKE-TV Thu. 9 .. 29.5 
..22.2 3. Divoree Court (Guild) KING-TVv Sat. 9 ....23.1 4. U.S. Border Patrol (CBS) Ksp-tTv Fri. 10 2 2. Highway Patrol* (Ziy) KARD-TvV Tue. 9:30 28.0 
..18.8 4. Death Valley Days (U.S. Borax) 5. SA 7 (MCA) KsD-TV Mon. 10 .......... 24.0 3. Woody Woodpecker (Kellogg) KAKE-Tv Tue. 6 25.6 
~ 18.5 KING-TV Thu. 9 «2.2... cece cece eee e ee eB ; 6. Sea Hunt (Ziv) KTvI Fri. 9:30 ........ 21.8 4. Mike Hammer (MCA) KAKB-TV Thu. 9:30 ..24.3 
..17.9 5. Sea Hunt (Ziv) KING-TV Sat. 10 ...... 7. Silent Service (CNP) KSD-TV Thu. 10 ..... 20.7 5. Death Valley Days (U.S. Borax) 
_ 6. Silent Service (CNP) KING-Tv Fri. 10 ....22.3 8. State Trooper (MCA) Ksp-Tv Tue. 9:30 7 KAKE-TV Fri. 9:30 ; 24.2 
12.6 7. Huckleberry Hound (Kellogg) KING-Tv Thu. 6 21.2 9. Rescue 8 (Screen Gems) KsSD-TV Mon, 9:30 3.3 6. Casey Jones (Screen Gems) KARD-TV Sat. 6 23.2 
he 8. Mike Hammer (MCA) KING-TV Sun. 10 -+ 240.9 9. Death Valley Days (U.S. Borax) KTVI 7. Popeye (UAA) KAKB-TV Sat. 10:30 a.m 22.3 
.7 101 9. Target (Ziv) KING-TV Mon. 9 .........--- 17.7 Sat. 9:30 2. ec cce cece ec eeeeeeeeeeeens 18.3 8. Huckleberry Hound (Kellogg) KAKE-Tv Thu. 6 21.4 
9.5 10. Decoy (Official) KiNG-TV Tue. 10 ......... 17.4 10. It’s a Great Life (Victory Program Sales) 9. Annie Oakley (CBS) KAKE-TV Wed. 6 20.8 
9.5 11. Flight (CNP) KING-TV Mon. 9:30 ....... 15.3 mpe-S0 Bee. BO cok nen nbesencasecccas 15.9 10. State Trooper (MCA) KAKE-TV Mon, 9:30 18.9 
12 Supe rman (Kellogg) KING-TV Mon. 6 ...... 14.6 11. Annie Oakley (CBS) KMOX-TV Sat. 6 ...... 15.7 11. New York Confidential (ITC) KAKE-Tv Fri. 9 18.7 
8.7 12. Tales of the Texas Rangers (Screen Gems) : 12. Stories of the Century (Economee) 12. Sky King (Nabisco) KAKE-TV Fri. 6 ......18.5 
, — neil Mon. 6230 ......00-+eccceeees 16.6 KTVI Sun. 8:30 .....0-eeeeeeeeeees +++ 14.0 13. Rendezvous* (CBS) KAKE-TV Sun. 9 18.4 
13 Colonel Flack (CBS) KING-TVv Thu. 9:30 -- 14.2 13. Mr. District Attorney (Economee) KSD-TV 14. Little Rascals (Interstate) KAKE-TV 
14. Woody Woodpecker (Kellogg) KING-Tv Tue. 6 13.5 DRED cn vee dics nnd ¥s0sosertescesce 11.4 eae mS 18.1 
14. Superman (Kellogg) Ksp-Tv Mon. 5:30 ....10.8 15. Medic (CNP) KARD-Tv Tue. 10:15 17.7 
TOP FEATURE FILMS 15. U.S. Marshal (NTA) KAKB-TV Fri. 8:30 ..17.7 
TOP FEATURE FILMS 
1. Premiere Playhouse K1RO-TV Sat. 10-11:45 ..13.1 TOP FEATURE FILMS 
a eyo ee Be as Saturday Double Feature No. katy || 4. Dr. Kildare Thestre® xaK-T¥ Mon. 6-7:30 «19. 
ta 3. Gundey Matinee omo-ee Sen. 2:80-4 8.0 2 aks os ede bc ay oa “ * ripe 2. Daywatch KAKE-TV Sat. 1-2:30 . 13.3 
oe . ‘i ae ae See ; ‘ , - 3. Best of Hollywood KAKB-TV Sun. 1-3 : 2.8 
m. 11.5 4. Major Studio Preview KomMo-Tv Sat. 10-11:45 7.4 3. Channel 2 Theatre KTv1 Thu. 10:30-12 mid =i 
4. Best of Hollywood KAK®-TV 
10.9 5. Masterpiece Theatre KIRO-TV 4. Late Show KMOX-Tv Fri. 10:30-12:15 a.m. Set 06:90-59245 BM. ..esne. 9.7 
10.5 BP = og a eee ee 6.4 5. Late Show KMOX-TvV Tue. 10:30-12:15 a.m. 5. Nightwatch KAKE-TVv Sun. 10:30-12:45 a.m. 6.3 
NE ” ~ 7c y - oy 7 
TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. 77 Sunset Strip KING-TV ........ceeeeees 3 SF En ET ETCCORTTOPCC TTS 43.4 . The Riemann KARB-TV ....ccccccsees Te | 
3. Emmy Awards KOMO-TV 2... .cccccccccess D, Gee RIED no ci os ctcssesececsvannen 2. The Real McCoys KAKE-TV ...... -- 49.2 
3. The Real McCoys KING-TV 3. Ann Sothern KMOX-TV ..........0ssse0005 33.1 3. 77 Sunset Strip KAKB-TV .......... 2” 16.4 
©. Beer BAMOG ondce csaccenevassions 4. Arthur Murray Party KaD-TV ...........++. 31.9 4. Emmy Awards* KARD-TV ..........+:. ..44.8 
S. Tie Diem MAKE occ cesccnccvescces 5. Danny Thomas KMOX-TV .........2+++-+..-31.7 5. Wagon Train KARD-TV ee ...43.6 
6. Ozzie and Harriet KING-TV 6. You Bet Vour Tale BOR-EV .cccccccccces 30.1 6. Maverick KAKB-TV .......ccceee. " 41.1 
6. Cavaleade of Sports KOMO-TV ...........+-38.9 7. I’ve Got a Secret KMOX-TV ......02-c008 + -29.7 7. Gunsmoke KTVH ......... ones ‘ 40.6 
7. Lawman KING-TV 8. Father Knows Best KMOX-TV ...........++. 28.5 8. Wyatt Earp KAKE-TV .... , 39.3 
8. Wagon Train KoMO-TV 0 OR errr ee 27.0 9. Cheyenne* KAKE-TV ....... se 38.1 
Se Se errr ee terre rrr 36.3 10. Wagon Train KSD-TV .........-:ccccscece 26.8 10. Tennessee Ernie Ford KARD-TV 35.7 
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advertising for the Delaware Valley 
distributors. 
SEABROOK FARMS, INC. 
(Smith-Greenland Co., N. Y.) 


A good-sized group of top markets 


including Detroit, Los Angeles, San Diego, 


Salinas and New England cities—is 
getting schedules of day and night filmed 
minutes to run every other week through 
July and August. The products are the 
firm’s frozen fruits and vegetables. Media 
director Les Towne is the contact. 


WARNER LAMBERT 
PHARMACAL CO. 

(Lambert & Feasley, Inc., N. Y.) 
Following the RICHARD HUDNUT 


activity reported here last issue, this 
company announced the introduction of a 
new home permanent called FASHION 
QUICK, with the campaign to begin in 
August. Over 3,000 tv spots—minutes in 
day and night slots—will be used. 

Frank Sweeney is the timebuyer. 








STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN.-TV, Traverse City, 
Mich. 


PLaza 5-4262 





235 East 46th St., New York 17, N. Y. 








STORIES THAT 


SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 





























Appointed to the posts of vice-president-and-associate-media-director at Ted 


Bates & Co., Inc., were (1 to r) Winston W. Kirchert, William T. Kammerer, 


William J. Kennedy and Martin J. Murphy. Mr. Kirchert has been assistant 


v.p. and media group supervisor during his six years with Bates. Mr. Kam- 


merer, with the agency since 1956, has been assistant to the media director. 


Mr. Kennedy has been assistant v.p. and manager of the media department, 


serving the agency since 1951. With Ted Bates since 1956, Mr. Murphy has 


been assistant v.p. and media group supervisor. In other promotions, Norman A. 


Chester and Bruce L. Small were named assistant v.p.’s and media supervisors. 
I 


WHITEHALL PHARMACAL 
co. 

(Ted Bates & Co., Inc., N. Y.) 
Following the policy adopted last year of 
using spot through the summer season, 
PRIMATEEN is entering a large number 
of markets with filmed minutes in day and 
night slots aimed at hay-fever sufferers. 
Schedules will run through the season. 
Selection of markets is dependent on 
lecal laws which in some cases affect the 
sale of the product. Jack Rothenberger is 
the timebuyer. 


WHITE KING SOAP CO. 
(Erwin Wasey, Ruthrauff & Ryan, 
Inc., L. A.) 

Spot schedules for this firm’s soap line are 
being planned now for a summer 
campaign, followed by placements in 

early September for the fall. Daytime 
minutes are set for brief runs of about 
four weeks. Muriel Bullis is the timebuyer. 


WILDROOT CO., 
Div. Colgate-Palmolive Co. 
(Ted Bates & Co., Inc., N. Y.) 


Since this hair-tonic account shifted from 


STARRING 


PAUL STEWART 





DISTRIBUTED BY FLAMINGO TELEFILM SALES, iNC. 
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221 West 57th Street, N.Y. 


JUdson 6-7040 







BBDO earlier this year, Bates has been 
waiting until the second-quarter schedules 
ran out and now is reportedly renewing 

in some markets for the next 13 weeks. 
Various markets are being dropped and 
others added. Minutes, 20’s and ID’s, 
primarily in night slots, are continuing to 
be used. Mrs. Eileen Greer is now handling 
the buying. 





Farm Sales 


Teen-agers evidently aren’t the 
only people who like to dance in 
front of a camera’s little red eye. 
KDIX-TV Dickinson, N. D., dis- 
covered that farm and ranch folk 
in the area have a lot of fun do- 
ing it on a local show called 
Pete’s Jamboree, sponsored by 
Pete’s Auto and Implement, a 
Dickinson J. I. Case and Ford 
Tractor dealer. 

While the farmers and their 
wives waltz and fox trot happily 
(no rock and roll, please), Pete 
drives his products into the studio 
and steps forward himself to in- 
vite admiration of them. 

One fly in the ointment is that 
the other J. I. Case dealers in the 
area have been showing signs of 
jealousy of Pete, who knew a 
good thing when he saw it. Now 
they all want in, too, and Pete 
may have trouble keeping the 


show to himself next season. 
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. the Between road-building and home-building, there’s a huge market today for paving materials. 


s of To make sure asphalt is used—and to pave the way for local contractors to get their share of 
“a the business—The Asphalt Institute asked Marschalk and Pratt (Division of McCann-Erickson, 
ned Inc.) to produce a series of high-quality animated minute television commercials. 

the Marschalk and Pratt, in turn, turned to Terrytoons for animation (including original music 
by Terrytoons’ music director). As so many of the leading agencies and advertisers have found, 
even the roughest, toughest animation projects go smoothly when they call in...®@ TERRYTOONS 


A Division of CBS Films Inc., 485 Madison Ave., New York 22, New York. Telephone PLaza 1-2345 








“ CONGRATULATIONS!” 


TRANGFEM-WIEE AnsacRrion 


A new affiliation — 
UNDER ONE ROOF — 


CS CREATIVE CONCEPTS 
Sik DESIGN 
to bring you the very best in: 
Gi STORYBOARDS 
SN PRODUCTION 


in animated films* for TV and business. 


Plus our usual top quality live-action 


35 WEST 45th STREET, NEW YORK 36, N. Y. - 
Telephone: JUdson 2-1400 [i — 
= = 


(26 8 8 P28 8.7 es OF NEW YORK 
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Directory 


of tv commercial 


producers 


he television commercial business is not a 

field for the faint-hearted nor for the lethar- 
gic, racked as it is by daily crises generated 
by client or agency or by one of several labor 
unions. Publication, then, of this summer’s di- 
rectory of producers should help still the alarm 
voiced by some sociologists: there are still quite 
a few stout hearts and venturesome spirits run- 
ning around the country. Most of them, in fact, 
are listed on the following pages. 

Close to 500 houses engaged in producing 
advertising messages on film or tape are listed, 
a figure that should shock those who have found 
in several recent occurrences a trend toward 


Television Age 


JUNE 29, 1959 


Despite mergers and 
changes nearly 500 firms 
are making television 


commercials 


bigness and a consequent diminishment in the 
number of small companies that can survive the 
squeeze. It’s true that mergers have occurred, 
some major companies have been taken over by 
outside interests, and some smaller companies 
have folded up. But, at the same time, new com- 
mercial houses have been formed, lured into the 
field by its profit potential. 

It may be still too early to lump film and 
tape producers into one category, since the sepa- 
rate interests continue to throw verbal rocks at 
each other, but it is clear today, as it was not a 
year ago, that film producers will also be using 
video tape. Therefore, from the standpoint of 
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dollar income, it doesn’t matter what 





in a reverse manner: investors, wih 














NO MORE FILM HANDLING method is used, for at some point in holdings to diversify, have found thy ri" | 
r etrati the future producers probably will be __ the field offers them a good percenp ee 
Uu ion known only as producers, rather than _age return on the dollar. Significantly, 
NOW BEKINS DOES !T ALL! | as partisans of a particular technique. _ the two outright purchases in no " 
; r os 5 " ie be panie 
For years BEKINS has stored millions of | The so-called “threat of video tape, affected the operations of the com rae 
feet of valuable motion picture and TV as it has been known in film-trade panies involved. It would seem they im | 
films. Now, because of the ever-increasing jargon, becomes, rather, a challenge. that commercials production, at leas 
need for truly dependable film servicing Tape is only one of many problems __ in the view of some top financial eg. § 
and distribution, BEKINS has expanded its facing producers. Whether the busi- perts, is an area where money can | 
sareae tae 6 | ness is in fact shaking down is a ques- made. 
COMPLETE FILM SERVICE CENTER tion that has been raised time and The business is still by and large 
Services provided: | time again. The directory indicates chained to a system of bidding which _ 
CSTREUTION - GEPECTION - GRADINE | otherwise, despite the acquisitions gives it its uniquely competitive, in gan J 
& CLEANING + REPAIRING & REJUVENA- (ae , ai 
TION + SCRATCH REMOVAL + PROTECTIVE and mergers. These include Filmways secure air, and the introduction of te 
COATING + EDITING + COMMERCIAL and Warner Bros. Television enter- _ some financial brains into its day-o- ye 
INSERTIONS + STORAGE ing an affiliation agreement for the day operations might be welcome. sereel 
A complete record is maintained for each use of each other's facilities, the Several of the recent foreclosures of § 2" | 
film print. Follow-up service on overdue acquisition of Transfilm by the Buck- _ small houses have been attributed not | 
plats eliminates Goliteuter's potions, eye Corp. (followed by Transfilm’s so much to an inability to compete Acai 
guarantees efficient distribution. Tele- ete. oy : : * 9. an 800 } 
phone reference service places any film afhliation agreement with Wylde Ani- with larger firms but an inability to Holl 
print as near as your phone. For complete mation) and Screen Gems’ acquisi- run a business properly. Many sue BCom 
details, phone or write: tion of Elliot, Unger & Elliot. It’s cessful heads of companies are tech- pictu 
BEKINS FILM SERVICE also understood that Buckeye, _ nicians or artists grown up into bus- pe 
CENTER | through Transfilm, is currently nego- nessmen. both 
1025 N. Highland Ave., Hollywood 38, Calif. | tiating for a merger with Caravel Such a growth is essential today 
HOllywood 9-8181 | Films. Inc. because of an over-all 50-per-cent rise rr 
Rather than an indication of in- in costs over the past five years (see Hen 
| stability, the moves can be interpreted TELEVISION AGE, April 20) and a re Seiet 
ie — = duction in the average producers vs 
margin of profit, since not all of the Adv 
increased costs can be passed on to A 
| the client. Competition is keen, and Prod 
| because of the bid system there is ab films 
| ways a chance for a new company Agi 
with technical skill and creative ideas Jeffe 
| to take business away from an estab- Film 
| lished concern. ” 
| Because of this competition pro- Ala 
ducers are always looking for a new = 
idea, an off-beat approach. Recent ex- 
amples of these include Van Praag - 
=> Productions’ breakaway sets, Trans Col 
oom, i) Yes, tracking is easy film’s visual-squeeze technique and bd. 
<=> when you use tracks from the MEO Television's infre-rol OE Si, 
the business grows and develops, pro- oes 
Capitol Library. Regardless of your ducers will be forced to use even § Ind 
. . | more ingenuity, more creativity—a oe 
present source of music, you will healthy shite of affairs for television os 
be on the right track of a better film by | advertisers. Ma 
writing for our brochure and | Although many firms are listed in e 
: ’ ! the directory from almost every state 
demo disc. No obligation, in the union, New York City remains All 
of course. | the mecca for commercial producticn, = 
| accounting for over 70 per cent of it. W. 
CAPITOL L BRA S RVICE | The Film Producers Association of 0p 
i RY E New York is bent on keeping things i" 
HOLLYWOOD & VINE, HOLLYWOOD 28, CALIF. that way. At present, the FPA is ex- ~ 
ploring ways of establishing a video- Cre 
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tape center in New York to insure 
that additional business (which was 
once live) goes to its members. 

But in the meantime several com- 
panies have been formed specifically 
for video-tape production, and several 
film companies have invested in tape 


facilities. These include NTA’s Tele- 
studios, Inc., Video Tape Productions 
of New York, Elliot, Unger & Elliot, 
Filmways, Cascade Pictures, and Don 
Lee Video Tape Service. Recently, 
Termini Video Tape Service, Inc., put 
a complete mobile video-tape unit into 


operation. 

With advertisers making increasing 
investments in television, and with the 
refinement of new as well as old tech- 
niques, it appears as though big or 
small, film or tape, producers in gen- 
eral can look forward to a record year. 





Television Commercial Producers of the United States 


Academy Film Productions, Inc. 
123 W. Chestnut St., Chicago 10, Ill.; Michi- 
gan 2-5877; Bernard Howard, pres. & exec. 
producer; Ted Liss, sls. mgr. 

Complete creative planning and production 
of motion pictures, animation, slides, wide 
screen presentations, etc., for commercials 
and shows. Create jingles, motion pictures, 
etc. for agencies and advertisers. 


Academy Films 

900 North Seward St., Hollywood 38, Calif.; 
Hollywood 2-0741; James A. Larsen, pres. 
Complete facilities for production of motion 
pictures in color or b&w, including script 
writing, photography, artwork, animation, 
sound recording and re-recording, editing and 
both color and b&w lab work. 


Academy-McLarty Productions, Inc. 
45 Stanley St., Buffalo 6, N. Y.; Taylor 0332; 
Henry D. McLarty, exec. up. 

Scientific, educational and industrial films; 
ty commercials. 


' Advertisers’ Broadcasting Co. 


117 West 46th St., N. Y. 36; Plaza 7-3560; 
Sholom Rubinstein, producer. 

Producer of programs, industrial-educational 
films, and commercials. 


Agra Films, Inc. 

Jefferson Rd., Athens, Ga. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Alan Alch Inc. 


Paul Alley-MKR Films, Inc. 

619 W. 54th St., N. Y. 19; Judson 6-2393; 
Sidney Katz, pres.; Gene Milford, vp; Ralph 
Rosenblum, sec-treas.; Paul Alley, prod.- 
writer. 

Producers of industrial, commercial, public 
relations films; entertainment series for tv; 
features for theatres and tv. Complete edit- 
ing services to tv producers. 


All-Scope Pictures, Inc. (Commer- 
cial Film Div., 20th Century-Fox 
Tv) 

1417 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 2-6231; Gordon S. Mitchell, pres.; 
Commercials and syndicated spots. 


Alpha Film Productions 

P. O. Box 5325, Baltimore 9, Md.; Valley 
3-6617; W. Ernest Wood, o. 

Producer of educational and promotional mo- 


tion pictures and tv spots. Processing of 
16mm reversal film. 


American Film Co. 

1329 Vine St., Philadelphia 7, Pa.; Walnut 
2-1800, 1801; Ben Harris, mgr. 

Sales, distribution, inspection, shipping, stor- 
age, rentals, and commercials made to order, 
plus facilities for screenings and complete 
projection room service; handling of educa- 
tional and advertising subjects. 


American Film Producers 

1600 Broadway, N. Y. 19; Plaza 7-5915; 
Robert Gross, exec. producer; Lawrence A. 
Glesnes, exec. producer ; Sheldon Abromowitz, 
prod. control; Madeline Stolz, off. mgr. 
Complete production and distribution of spon- 
sored motion-picture films and slide-films in 
color or black & white, live or animation, in 
16mm or 35mm, for theatres, television, gov- 
ernment, industry, education, training, sales, 





Goldwyn Studios, 1041 N. Formosa, Holly- 


wood, Calif.; Alan Alch. 

Alexander Film Co. 

Alexander Film Bldg., Colorado Springs, 
Colo.; Melrose 3-1771; Don M. Alexander, 
bd. chmn.; Keith Munroe, pres.; Jay Berry, 
up nat. div.; James A. Anderson, vp prod.; 
John B. Lee, mgr.; Howard F. “Bob” Olds, 


creative dir.; Jay Piccinati, vp marketing. 


Industrial films, commercials and syndicated | 


spots, 

Branch Offices: 

500 Fifth Ave., N. Y. 36; Longacre 5-1350; 
Maxine Cooper, res. vp. 


472 Wrigley Bldg., Chicago 11, Ill.; White- | 


hall 4.5980; Bob Woodburn, res. vp. 


Allend’or, Ltd. 
607 N. La Brea Ave., Los Angeles 36, Calif.; 
Webster 8-2191; Algernon G. Walker, pres.; 
W. A. Blanchard, vp sls.; J. R. Rummage, 
vp prod. 16mm and 35mm studio & editorial 
facilities, 

Branch Office: 

60 W. 46th St., N. Y. 36; Circle 5-0770; Ben 
Greenberg, media dir. 





LAUGHTER 
IS THE 
BEST 
MADISON 


avenue advertising technique today. 
Extraordinary radio and television material 
is being written and produced for agencies 
by Alan Alch, now doing business as 
Doing Business as Alan Alch Inc. 

All kinds of extraordinary material . . . 
highly extraordinary . . . 

run-of-the-mill extraordinary . . . 


dba ALAN ALCH inc 
1041 N. Formosa 

Hollywood 46 

HO 7-5111 


and now doing business 
with Johnson and Lewis 
(for Bank of America, 
Calif. Wine Association ) 
... Weiner and Gossage 
(for Bel-air Frozen 
Foods — Safeway ) 
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HEY ED! 


The client wants 
his next spot 
to be the greatest 
thing ever seen 
on television. 


*he also wants it 


should sell the product. 








A. 
































animation 
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public information, etc. 


| Clyde Anderson Motion Pictures 
| 334 A St. Salt Lake City 3, Utah; Empire 
| 3-5337; Clyde Anderson, mgr. 

| Industrial films and commercials. 


| Animated Productions, Inc. 


1600 Broadway, N. Y. 19; Columbus 5-2942; 
Al Stahl. 


| Industrial films, commercials and syndicated | 
| spots. Stop motion studios; special equip- | 
unusual optical | 


ment for special effects; 


| printing production. 


| Animation, Inc. 


736 N. Seward St., Hollywood 38, Calif.; 


| Hollywood 4-1117; Earl Klein, pres.; Chris 
| Petersen Jr., gen. mgr. 


Branch Offices: 
14005 Fenkell Ave., Detroit 27, Mich.; Broad- 
way 3-3040; Ted Petok, rep. 


| 221 North LaSalle St., Chicago 1, Ill.; Rm. 


1064; FR 2-2628; Joe W. Edwards, rep. 


| Animotion Associates Inc. 
| 333 W. 52nd St., N. Y. 19; Circle 6-3817; 


Graham Place, pres.; Otto Feuer, sec.; Don 
Fellows, gen. mgr. 
Animation, film spots and industrials. 


Apex Film Corp. 

1040 N. Las Palmas, Hollywood 38, Calif.; 
Hollywood 3-5106; Jack Chertok, pres. 
Industrial and educational films (lease or 
loan) ; film spot commercials. 


Apollo Productions 

130 Carlton St., Toronto, Ont.; Walnut 
2-3163; Richard Rosenberg, pres.; Jerry Sol- 
way, Up. 

Complete production (16mm) of commer- 
cials; a!! 
pilot slows; industrial and institutional films. 


Arco Film Productions, Inc. 

580 Fifth Ave., N. Y. 36; Columbus 5-6968; 
R. J. Oulmann, pres. 

Tv film shows; tv film commercials; anima- 
tion, black & white; animation, color; pack- 
age tv film shows; import film. 


J. Armstrong & Co. 

28 W. 44th St. N. Y.; Longacre 3-0056; 
Joseph Armstrong, pres. 

Syndicated commercials for brewers, banks, 
savings and loan, dairies, custom commercials. 


Arrowhead Productions 
355 N. Beverly Dr., Beverly Hills, Calif.; 


| Crestview 6-3728; Burt I. Harris, gen. mgr. 


Tv film shows; tv film commercials. 


| Artists Recording Studios 
| 8718 E. 77 Terr., Kansas City 33, Mo.; Flem- 
| ing 3-6767; Bill L. Godden, pres. | 
| Synchronous sound recording; musical jin- 
| gles; equipment sales. 


Atlas Film Corp. 


1111 S. Blvd., Oak Park, Ill.; Austin 7-8620; | 


L. P. Mominee, pres. 


Commercials, syndicated spots and industrial | 


films. 


Branch Offices: 


714 Warner Bldg., Washington 4, D. C.; | 
Overlook 3-1525; Roland C. Barrett, 185 N. | 


Wabash Ave., Chicago, IIl.; Andover 3-5672; 


| J. L. Herman, 603 Guaranty Bldg., 1331 
| Hollywood Blvd., Hollywood 28, Calif.; Holly- 


wood 9-5111. 
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Mary Pickford in Pollyanna, 1920. 


cfii ...40 years serving the film industry 


When Mary Pickford starred in Pollyanna ‘way back in 1920, 
Consolidated Film Industries was formed, and has played a leading 
role in the film processing industry for 40 years. 


CFI is a complete film laboratory, offering every service necessary 


for superior film processing. 


For film processing at its best: specify CFI. 


ocfi 


CONSOLIDATED FILM INDUSTRIES 


959 SEWARD ST., HOLLYWOOD 38, CALIFORNIA 
521 WEST 57th STREET, NEW YORK 19, NEW YORK 


HOllywood 9-1441 Circle 6-0210 





Audio Productions, Inc. 

630 Ninth Ave., New York 36, N. Y.; Plaza 
7-0760; Frank K. Speidell, pres.; Pete 
Mooney, sec.; Harold R. Lipman, tv mgr.; 
Tom J. Farrell, chg. tv sales. 

Producers of tv commercials and industrial 
films. 


Aurvid Productions (Div. 
Reliable Resources) 

P. O. Box 413, Philadelphia 5, Pa.; Locust 
4-4429; Franklin O. Pease, opertns. mgr. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; animation, 
black & white; package tv live shows; pack- 
age tv film shows; tv talent; tv scripts; syndi- 
cate tv film; export film; import film; sound 
or laboratory facilities and services. 


Radio’s 


Austin Productions, Inc. 

P. O. Box 713, Lima, Ohio; Ca 9-7881; B. 
Otto Austin Jr., pres.; Clair E. Butturff, vp. 
Film commercials, syndicated spots and in- 
dustrial films. 


Bil Baird’s Marionettes 

59-61 Barrow St., N. Y. 14; Yukon 9-9840; 
Bil Baird, Cora Baird, p’s. 

Create and produce commercials and public- 
relation films. 


Bandelier Films 

1837 Lomas Blvd., NE, Albuquerque, New 
Mexico; Chapel 3-5848; Robert Stevens, pres. 
Animated tv film commercials, live-action tv 
commercials, black & white and color tech- 
nical training, documentary & industrial films. 


Thos. J. Barbre Productions 

2130 S. Bellaire St., Denver 22, Colo.; Skyline 
6-8383; Thos. J. Barbre, o-producer, Anita T. 
Barbre, ass’t mgr., Paul F. Emrich, ass’t dir. 
Business films, industrial films, tv spots and 
films; every film service; photography, record- 
ing, editing, writing, music library; 40 x 60 
ft. sound stage; lighting equipment; sound 
truck. 


Basch Radio & Television Produc- 
tions 

17 E. 45th St., N. Y. 17; Murray Hill 2-8877; 
Charles J. Basch Jr., p; Frances Scott, p: 
Ronald Dawson, dir. 

Tv commercials, animation, or live talent; 
film programs; industrial and training films, 
in black & white, color; 35mm or 16mm. 


Bay State Film Productions, Inc. 
35 Springfield St., Agawam, Box 129, Spring- 
field 1, Mass.; RE 4-3164; Morton H. Read, 
pres.; David D. Doyle, vp-sis.; Harold O. 
Stanton, vp-television; Eugene P. Bunting, 
vp-production. 

Producer of industrial film and commercials. 
Branch Office: 

80 Boylston St., Boston 16, Mass.; HA 6-8904; 
David D. Doyle, vp-sis.; Lowell F. Went- 


worth, ae. 


Beacon Television Features, Inc. 
115 Newbury St., Boston 16, Mass.; Com- 
monwealth 6-6881; J. L. Sanderson, pres.; 
B. G. Keane, treas. 

Complete tv film commercial service; story- 
boards, with copy furnished through com- 


pleted film production; estimates on story. 
boards through film production; feature-filp 
production, industrial films, ete. 


Vv. S. Becker Productions 

551 Fifth Ave., N. Y. 17; Murray Hill 2.0777; 
Viola S. Becker, p; Thomas W. Bieder, p. 
Tv film commercials, film shows, industrials 
distribution and casting, & live shows, 


Bemiller Productions 

P. O. Box 27833, Hollywood 27, Calif: 
Webster 5-3346; Robert H. Bemiller, pres; 
Richard T. Bemiller, business mgr.; Ted € 
Bemiller, cinematography dir. 

Animated commercials; live-action commer 
cials; jingles; color, black & white; synd: 
cated commerciais. 


Bengal Pictures 

1028 N. Western Ave., Los Angeles, Calif: 
Hollywood 3-3657; Phil Cantonwine, pre 
ducer-dir.; Robert C. Derteno, film editor: 
Ralph Gardner, asst. prod. ; Cheri La Blanche, 
script; Charley Knight, sound. 

Tv spots; feature 
shorts. 


westerns; 


quarter-hour 


Real Benoit Film Productions 
2161 St. Catherine St. W., Montreal, Can; 
We 3-7339; Real Benoit, o. 


Russell R. Benson Productions 
136 N. Delaware St., Indianapolis, Ind.; Mel 
rose 7-0306; Russell R. Benson, pres.; Duncan 
P. Schiedt, dir. photography. 

Industrial and educational films (lease or 
loan); film spot commercials. 


AUDIO 


AUDIO 
AUDIO 
AUDIO 
AUDIO 
AUDIO 
AUDIO 
AUDIO 
AUDIO 
AUDIO 


PIR 

PRC 

PRO! 

PRODI 
PRODUC 
PRODUCT 
PRODUCTI 
PRODUCTIO! 
AUDIO PRODUCTIONS 


AUDIO PRODUCTIONS, ING 


630 Ninth Avenue, New York 36, N. Y¥. © PLaza 7-0760 
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Guy Biddick 

1046 S. Olive St., Los Angeles 15, Calif.; 
Richmond 9-8800; Guy Biddick, mgr.; Sid 
Sutherland, production mgr.; Burt Zoul, 
travel representative. 

Commercials and syndicated spots. 


Bray Studios, Inc. 

729 7th Ave., N. Y. 19; Circle 5-4582; J. R. 
Bray, pres.; P. A. Bray, up & production 
mgr.; Max Fleischer, animation dir.; Wm. 
Gilmartin, animation dir.; B. D. Hess, distri- 
bution mgr. 


William F. Broidy & Co. 

5501 Wilshire Blvd., Los Angeles 36, Calif.; 
We 3-7461; William F. Broidy, o.; Erwin 
Yessin, asst. to 0. 

Programs and commercials. 


Myron L. Broun 
34 Grosvenor St., London W. 1, England. 
Production and distribution. 


Bill Burrud Productions 

1522 N. Van Ness Ave., Hollywood 28, Calif.; 
Hollywood 7-4159; Bill Burrud, pres. 

Ty live programs; tv film shows; tv film 
commercials; educational shorts; industrial 
shorts; animation, color; package tv film 
shows; tv scripts; syndicate tv film; sound 
or laboratory facilities and services. 


Ss. W. Caldwell, Ltd. 

447 Jarvis St., Toronto 5, Ont.; Wa 2-2103, 
Cl 9-7641; Spence Caldwell, pres.; Gordon 
Keeble, vp; Sydney Banks, vp (prod.). 
35/16mm tv and industrial production; studio 
and equipment rental; animation (full cell 
and camera); art work, slides, film ‘strips, 
kine recording, sound recording; 35/l6mm 
processing and printing. 

Branch Offices: 

Suite 319, 1410 Stanley St., Montreal, Que.; 
Ay 8-0528; J. R. DeBow, branch mgr. 

355 Main St., Ottawa, Ont.; Ce 5-1023; D. 
Manson, Ottawa representative & dir. 

311 Alaska Pine Bldg., 111 W. Georgia St., 


Calhoun Studios, Inc. 

266-268 E. 78th St., N. Y. 21; Lehigh 5-2120; 
Brian Calhoun, pres.; Paul A. Goldschmidt, 
vp; Dietlinde Ruber, sec.-treas.; Fred Carley, 
prod. dir.; Charles Gennell, sls. mgr. 
Commercials, syndicated spots and industrial 
films. 


California International Produc- 
tions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; H. F. O’Donnell, o. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; religious 
-_ animation, black & white; animation, 
color. 


California Studios, Inc. 

650 N. Bronson St., Los Angeles 4, Calif.; 
Hoilywood 2-7141; Philip N. Krasne, pres. 
Tv film shows; tv film commercials; rent 
studios and facilities. 


Lars Calonius Productions, Inc. 
45 W. 45th St., N. Y. 36; Plaza 7-0350; Lars 
Calonius, pres.; Duane Crowther, vp. 
Animation, live action, camera service and 
opticals. 


Camera Craft 
6800 Sunset Blvd., Hollywood 28, Calif.; 





Hollywood 3-6856; Robert Crawford. 
Commercials and slides. 


Campus Film Productions, Inc. 
20 E. 46th St., N. Y. 17, N. Y.; Murray Hill 


Krater, exec. producer; John Zane, exec. 
producer. 


Canadian Film Industries Co., Ltd. 
310 Lakeshore Rd., Toronto 14, Can.; Clifford 
1-5211; Arthur D. Gottlieb, pres. 

Tv film shows; tv film commercials; educa- 


tional shorts; industrial shorts; animation, | 
black & white; animation, color; music ef- | 


fects; rent studios and facilities; sound or 
laboratory facilities and services; process 
film. 


Canyon Films of Arizona 

834 North Seventh Ave., Phoenix, Ariz.; 
Alpine 2-1719; Raymond Boley, producer; 
Robert Allen, dir. of photography. 

Complete production of tv film commercials 
and public-relation films; live action or ani- 
mated, 16mm or 35mm. 


Capital Film Service 

224 Abbott Rd., East Lansing, Mich.; Edge- 
wood 2-3544; James Robert Hunter, pres. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; soundies; edu- 
cational shorts; industrial shorts; religious 
films; newsreels; animation, black & white; 
animation, color; music effects; tv scripts; 
syndicate sound effects library; rent studios 
and facilities; sound or laboratory facilities 
and services; process film. 


Captain Z-Ro Productions, Inc. 
225 E. 46th St., N. Y. 17; Eldorado 5-7943; 
Henry Brown, pres. 

Tv film shows; tv film commercials. 


Caravel Films, Inc. 

20 West End Ave., N. Y. 23; Circle 7-6110; 
David I. Pincus, pres.; Calhoun McKean, vp; 
Mauri Goldberg, dir. & exec. producer. 
Commercials, syndicated spots, industrial 
films, slidefilms. 


Carey-Swain, Inc. 

Carey-Swain Bldg., 1938 Laurel St., Sarasota, 
Fla.; RI 48111; W. M. Carey, sls. mgr., p; 
H. E. Swain, prod. supvusr., p; Ad Schneider, 
prod.; LeRoy Crooks, dir. photography; Fred 
Curry, film edit. 

Producer of documentary, educational, edi- 
torial and commercial films. 


Cascade Pictures of Calif., Inc. 
1027 N. Seward St., Hollywood 38, Calif.; 
Hollywood 2-6481; B. J. Carr, pres.; Roy 
Seawright, vp & dir. of photography; Vaughn 
Paul, vp, production; George B. Seitz Jr., 
producer-director. 

Commercials, syndicated spots and industrial 
films. 


Cate & McGlone 

1521 Cross Roads of the World, Hollywood 
28. Calif.; Hollywood 5-1118; T. W. Cate, 
pres.; E. D. McGlone, sec.-treas. 

Industrial relations, documentary, public re- 
lations, sales promotion, sales training, trav- 
elogues and tv commercials; complete pro- 
duction, including script writing, storyboards, 
photography and editorial services. 


Cavalcade Television Programs 
7904 Santa Monica Blvd., Hollywood 46, 


CARAVEL 


2-8735; Nat Campus, pres. & producer; Jules. | 


Produces Commercials 
for 


SCHAEFER 


BEER 


Batten, Barton, Durstine & Osborn, Inc. 


CARAVEL 


Produces Commercials 
for 








William Esty Co., Inc. 


CARAVEL 


Produces Commercials 
for 


PROCTER & 





GAMBLE, INC. 


Young & Rubicam, Inc. 





For your next commercial 
call — 





CARAVEL FILMS 


INCORPORATED 


20 WEST END AVENUE 
NEW YORK 


Circle 7-6110 
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Calif.; Oldfield 4-4144; Harvey Pergament. Cine-Video Productions, Inc. 





Tv film shows: tv film commercials; educa- Milford, Conn.; Trinity 4-6590; Garo W. Ray, 33 
tional shorts; animation, black & white; ani- _ pres. Tl 
mation, color; export, import film. Industrial and educational films; film gpm Bi 
commercials. CQ 
Centron Corp., Inc. 
W. 9th at Avalon Rd., Lawrence, Kan.; Vik- Coffman Films, Inc. 7 
ing 3-0400; Arthur H. Woll, pres. 4519 Maple Ave., Dallas 19, Tex.; Lakeside C 
Film spot commercials; industrial and educa- 8-3692; Hammond Coffman, pres.; Howan 19 
tional films (lease or loan). Greene, prod. mgr. $. 
Hu Chain Associates John Colburn Associates, Inc. UF 
15 E. 48th St., N. ¥Y.17; Plaza 5-5240; Hubert 1122 Central Ave., Wilmette, IIL; D 
V. Chain, o. 1-8520, Broadway 3-2310; John E. Colum § 
Tv film commercials, live action and anima-  pres.; Henry Ushijima, vp; Sumner J, Lyon, se: 
tion; industrial films. vp & creative dir.; William H. Stewart, pro 2 


PRODUCERS OF THE ducer-dir.; Charles M. Reiter, slide film & B 


Charter Oak Tele-Pictures, Inc. art dir.; John Gibbs, sup. ed. 


FINEST IN FILM 423 E. 90th St., N. Y.; Tr 6-6800; Louis Sound stage and production facilities {or & 
Cavrell, pres.; Ira Cavrell, film dir.; Otis 16mm and 35mm industrial and ty films and 


FOR SOME OF THE Coneet, se. commercials. 5 


Producer of commercials, industrials, pro- 







FINEST AGENCIES grams, training and sales films. iat aise Productions, : 
Chicago Film Studios 1037 Woodland Drive, Glenview, Ill; Park Ss 
56 E. Superior St., Chicago 11, Ill.; White- 9-0011; Walter Colmes, pres.; Reinald Wer C 

Shaeffer Skripriter Ballpoint Pen hall 4-6971; A. G. Dunlap, pres.; Robert D. renrath, exec. vp; Laurence L. Goldberg, 
= . TT Casterline, sls. mgr.; Russell Ervin, prod.  sec.-treas. 8 
| . 4% 4 li y mer.; Walter Rice, lab. mgr. Creative and conceptual services; production, x 
, i wy Tv commercials and industrial films. direction, writing; complete studio facilities; : 


complete editing and projection facilities, 
Christensen-Kennedy Productions Branch Office: 
2824 Harney St., Omaha 31, Neb.; At 2977; William Penn Hotel, Pittsburgh, Pa.; Grant C 
Dennis M. Kennedy, p; Ray Christensen, p; 1-3696; George Heid, Pittsburgh represents I 
Herb Hellwig, gen. sls. mgr. tive. v 
Television commercials, syndication of tele- : S 
vision spots, syndication of bank commercials, Commerce Pictures ; L 
animation, 35mm sound slide film strips; all 525 Poydras St., New Orleans, La.; Magnolia 







for BBD&O types of motion pictures. a — Wiegand, cag : ti 
Branch Office: N ort: engt commercia s, live action, att, C 
10645 Valley Spring Lane #10, N. Hollywood, special effects, opticals. I 
Bulova Sea King Calif.; Poplar 3-4065; Jack L. Silver, west- Commercial Syndicated Films, Ine. 6 
come Pap. 1431 N. Wells Ave., Chicago 10, TL; Wh ; 
= 4-7477; William R. Johnson, pres.; Irving 
Frank Christi Bell, vp & treas.; Betty L. Taylor, sec.; Ar v 
521 N. LaCienega Blvd.. Los Angeles 48, deena tn Dhitun. teal. wie ti 
Calif.; Crestview 1-6452; Frank Christi. ei tes dhe me _— 
; ‘ : Syndicated commercials in color animation, 
Commercials and syndicated spots. , 
completely customized for local use. [ 
Cinecraft Productions, Inc. Commodore Productions & Artists, . 
2515 Franklin Blvd., Cleveland 13, Ohio; ne, : 
| Superior 1.2300; Ray Culley, pres. 6636 Hollywood Blvd., Hollywood 28, Calif.; 
co | Commercials and syndicated spots. Hollywood 9-7502; Walter White Jr., pres: ‘ 
for McCann-Erickson | Cinesound, Ltd. ee caietiens tv film shows; tv film com- ; 
Sac aAakaee 2-7338; mercials; industrial shorts; package tv film 
Florida Citrus Commission Tv film ccmanantiales educational shorts; in- fom. 
| dustrial shorts; animation, black & white; Concord Co. : 
| animation, color; music effects; package tv 9006 Sunset Blvd., Hollywood 46, Calif.; : 
| film shows; tv scripts; syndicate sound-effects Bradshaw 2-7801; Charles R. Purnell-Lee 5 
| library; rent studios and facilities; sound or Atkinson, p’s. 1 
laboratory facilities and services; process Ty live programs; tv film shows; live com r 
| film. mercials; tv film commercials; industrial t 
shorts; religious films; travelogues; anima 
| Cine-Tele Productions tion, black & white; animation, color; pack r 
| 6325 Santa Monica Blvd., Hollywood 38, age tv live shows: package tv film shows; 4 
Calif.; Hollywood 5-3376; Harry J. Lehman, ty scripts; syndicated tv film shows. I 
| producer-o; Gail McKiddy,  writer-dir.; 7 
| Jacques Lehman, sls. mgr. Condor Films, Inc. 
for Gente & Bowles | Animated commercials; industrial motion 1006 Olive St., St. Louis 1, Mo.; Main 18876; ' 
y b. dof i | pictures; 16/35mm editing services; sound Bradford Whitney, pres.; E. F. Stevens, op. 
ou, teo, — a © top quality services; motion-picture photography; train- Complete photographic and sound-recording f 
production working with our team ing film productions. facilities for live-action commercials, titling S 
PF 0 & b Cinstien Creiaals and optical effects. : 
; | Cinetoon ons 
Won Sel, arlisle Dunp Ys Inc, 1847 Fort St., Honolulu 13, Hawaii; 502677; Roland D. Crandall Productions n 
1600 Broadway Maurice D. Myers. 31 Heusted Drive, Old Greenwich, Conn.; Ne ‘ 
New York 19, New York | Commercials, syndicated spots and industrial 7-0425; Roland D. Crandall, pres. 1 
Cl 7-1600 films. Producer of commercials. I 
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Craven Film Corp. 

330 E. 56th St., N. ¥.22; Murray Hill 8-1585; 
Thomas Craven, pres.; Charles Adams, vp; 
Bill Robinson, prod. mgr. 

Creation and production of tv spots, industrial 
and documentary films, and filmed tv series. 


Crawley Films, Ltd. 

19 Fairmont Ave., Ottawa, Ont.; Parkway 
9.3513; F. R. Crawley, pres.; Graeme Fraser, 
vp; Charles Everett, dir. admin.; Sally Mc- 
Donald, producers’ service div. 

Television films, sponsored films; tv commer- 
cial dept., production services, sound record- 
ing, animation, complete lab facilities. 


Branch Offices: 


1467 Mansfield St., Montreal, P.Q.; Avenue | 


9.2264; J. A. Fraser, mgr. 
181 Eglinton Ave. E., Toronto, Ont.; Hudson 
5.0325; William C. Kennedy, mgr. 


Creativision 

1780 Broadway, N. Y. 19; Circle 5-4830; 
Seymour Posner, client services. 

Commercials and syndicated spots. 


Bing Crosby Productions 


9028 Sunset Blvd., Los Angeles 46, Calif.; | 


Crestview 1-1171; John O’Melveny, pres.; 
Basil F. Grillo, exec. up. 


Crossroads Tv Productions 

1121 S. Glenstone, Springfield, Mo.; Uni- 
versity 2-4422; John B. Mahaffey and E. E. 
Siman Jr., mng. vp’s. 

Live shows; film spot commercials. 


CIN Film Productions (Div. of 
Commercial Telecast Networks, 
Inc.) 

608 Fifth Ave., N. Y. 20; Circle 5-8820; Lloyd 
W. Durant, pres.; William F. Hogan, vp. 
Creative consultation and production super- 
vision of tv film commercials on annual con- 
tract basis only with advertising agencies. 


D.P.M. Productions, Inc. 

62 West 45th St., N. Y. 36; Murray Hill 
2.0040; Maurice T. Groen, pres.; Ronald T. 
Groen, vp chg. production. 

Industrial, educational and sales training 
films; tv commercials; specialize in color; 
large color stock-shot library of international 
footage; camera crews permanently located 
in six world centers. 


Dalton Film Co. 

813 Daniel Bldg., Tulsa 3, Okla.; Luther 
5-9973; Russell W. Kurtz, pres. 

Tv live programs; tv film shows; tv film com- 
mercials; package tv live shows; package tv 
film shows. 


Lee Davis Productions 


299 Madison Ave., N. Y. 17; Yukon 6-7290; 


Lee Davis, o. 


Tv live programs; live commercials; package 


tv live shows. 


Phil Davis Musical Enterprises 


59 E. 54th St., N. Y.; Murray Hill 8-3950; | 
Phil Davis, pres. Earl Paul, vp, mus. dir.; | 
L. H. Davis, sec.-treas.; Joe Rhodes, prod. | 


mer.; E. C. Redding, copy dir.; Renee 
Strum, exec. sec. 

Tv and radio commercial sound tracks; 
music consultants; composition of original 


music and copy approaches for spot cam- 
paigns. 
Gordon M. Day Productions 


15 W. 44th St., N. Y. 36; Murray Hill 2-5299; 
Gordon M. Day, o & creat. d; Carol Bulkley, 


| prod. mgr.; Leo L, Reich, treas. 
| Writing-production of tv-radio jingles & spots. 


Consultant to advertising agencies. 


De Frenes Co. 

1909-1917 Buttonwood St., Philadelphia 30, 
Pa.; Ri 6-1686; Joseph De Frenes, pres. & 
sls. mgr.; Richard De Frenes, sec.; Michael 
Levanios, vp for prod. 

Commercials, programs and industrials. 


Gene Deitch Assoc., Inc. 

43 W. 6lst St., N. Y. 23; Circle 7-1970; 
Gene Deitch, pres.; Ken Drake, vp & prod. 
mar.; Al Kouzel, Ad, creative dept.; George 
Dryfoos, chg. sls. 


Animated ty film commercials. 


Demby Productions, Inc. 

Hotel Plaza, 1 West 58th St., N. Y. 19; Plaza 
9.2495; Emanuel Demby, pres.; Betty Jeffries, 
vp. 

Producer of programs, commercials, and fea- 
tures. 


Florian de Narde Productions 
3 East 57th St., N. Y.; Plaza 3-7030; Florian 








PHIL DAVIS MUSICAL COMMERCIALS ARE PROVIDING HEAD- 
LINE SLOGANS FOR ADVERTISING IN ALL MEDIA . . . BUILDING 
SALES IN EVERY MAJOR MARKET EVERY MINUTE OF EVERY 
DAY FOR ALL KINDS OF PRODUCTS . . . THE SAME CREATIVE 
THINKING AND PRODUCTION KNOW-HOW IS READY TO GO 


TO WORK FOR YOU... 


joblohi musical enterprises, inc. 
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59 EAST 54 STREET 
NEW YORK. 22. N.Y 
MURRAY HILL 86-3950 
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de Narde, o. 
Producer of commercials, industrial and docu- 
mentary films. 


Jack Denove Productions, Inc. 
6611 Santa Monica Blvd., Hollywood, Calif.; 
Ho 48331; Jack Denove, pres. 


Dephoure Studios, Inc. 

782 Commonwealth Ave., Boston 15, Mass.; 
Beacon 2-5722; Joseph Dephoure, pres. & 
treas.; Milton L. Levy, vp. 

Commercials, syndicated spots and industrial 
films. 


Depicto Films Corp. 
254 W. 54th St., N. Y.; 
John Hans. 

Commercials and syndicated spots and indus- 
trial films. 


Columbus 5-7620; 


Desilu Productions, Inc. 

780 Gower St., Los Angeles 28, Calif.; 
Hollywood 9-5911; Lee Savin, dir. 
Commercials and syndicated spots. 


Leo Diner Films 
332 Golden Gate Ave., San Francisco 2, 
Calif.; Prospect 5-3664; Leo Diner, o. 


| Tv spots, complete lab sound recording, tv 


recording, large stage, animation, editing. 


Walt Disney Productions, Inc. 
500 South Buena Vista, Burbank, Calif.; Vi 
9-3461; Walt Disney, chm. of the board; 
Roy O. Disney, pres.; Card Walker, vp che. 
adv. & sls.; Donn Tatum, vp chg. tv.; Wil- 
liam Anderson, vp chg. prod.; Joseph P. 
Reddy, pub. dir.; Jack Baur, cast. dir.; Bill 
Dover, story ed. 
Branch Office: 
477 Madison Ave., 
Irving Ludwig, g. sls. 
dir. adv. 


N. Y.; 


megr.; 


Plaza 9-3880; 
Charles Levy, 


Douglas Productions 


10 W. Kinzie St., Chicago 10, Ill.; Mohawk 
4-7455; Fred C. Raymond, pres.; Arthur R. 


Jones III, exec. vp: Douglas P. Raymond, 
vp-production. 

Films for educational, industrial and televi- 
sion use; motion pictures; slide films, titling, 
animation and conforming; laboratory work 


and printing services. 


Dudley Television Corp. 

9908 Santa Monica Blvd., Beverly 
Calif.; Crestview 1-7258; Carl Dudley. 
Commercials and syndicated spots. 


Cal Dunn Studios 


159 E. Chicago Ave., Chicago 11, IIl.; 
hail 3-2424; Cal Dunn, pres.; 


Hills, 


White- 
Joseph G. 





LANGLOIS 
Filmusic Inc. 


1755 Broadway 
New York City 
JUdson 6-5705 


Hollywood London 





Paris Toronto 











Betzer, vp; “YAR” Yarbrough, exec. art pro. 
ducer; Helen A. Krupka, creative services dir. 
Motion pictures and slidefilms for sales pro. 
motion, training, product information and 
employee indoctrination; tv commercials and 
productions. Facilities: creative, art, phote. 
graphic, animation, editing and supervisory 
staffs; l6mm and 35mm motion and slide 
film cameras; 16mm and 35mm editing and 
sound equipment; distribution facilities, 


Dynamic Films, Inc. 
405 Park Ave., N. Y. 22; Plaza 1-7447; 
Nathan Zucker, pres.; Lee R. Bobker, exec, 


vp; Lester S. Becker, vp; Gerald Carrs 
dist. dir.; Mina Brownstone, dir. prom. & 
p.r.; Sol S. Feuerman, exec. vp, Medical 


Dynamics, Inc.; Irvin L. 
supervisor. 

Art and animation. 
Branch Offices: 
Editing, production and recording studios, 
112 W. 89th St., N. Y. 24 


Oshman, editorial 


Ebbert, Inc. 

291 S. LaCienega Blvd., Beverly Hills, Calit.; 
Ralph A. Rogers. 

Tv live programs, tv film shows; live com 
mercials; tv film commercials; educational 
shorts; sales promotion slide films, records, 


Editorial Films, Inc. 
527 Madison Ave., N. Y. 22; 
Babette J. Doniger, pres. 
Production, promotion and distribution of 
public-relations, sales-training and commer 
cial films. All phases of public-relations films 
for television. 


Plaza 5-869; 


Since 1921... 


si 


has 
been 

a 
leader 


er 


LIGHTING EQUIPMENT 


uals la 
RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 West S2nd Street, New York City, Circle 6-54 
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Educational Films Corp. of America 
1501 Broadway, N. Y. 36; Pennsylvania 
6-1780; Earle W. Hammons, pres. 

Ty film commercials; educational shorts; ani- 
mation, black & white; animation, color; 
music effects; package tv live shows; package 
tv film shows. 


Branch Office: 
921 W. 57th St., N. Y.; Judson 6-7040; Ever- 


ett Rosenthal. 


Educational Film Enterprises, Inc. 
500 N. Wilcox Ave., Los Angeles 4, Calif.; 
Ho 7-2806; George Rony, pres. & gen. mgr. 
Production of every kind of commercial, edu- 
cational, industrial and publicity film. 


Branch Office: 
11 Commerce St., Newark 2, N. J.; Sidney 
S. Jaffee, treas.-vp. 


Ed-Venture Films 

1122 Calada St., Los Angeles 23, Calif.; An 
1-1885; William E. Hines, pres. 

Consulting and producing, shooting through 
editing. Location & live action specialists. 





Get a bid first from 
WONDERLAND 


PRODUCTIONS 
"Better Films at Better Prices" 














on 


Film Productions Incorporated 33 West 46th Street 


ELFKTRA 






ELFKIRA 


New York 36, New York JUdson 2-3606 


Elan-Porter Productions, Inc. 

19 W. 45th St, N. Y. 36; Judson 2-1992; 
Raphael Elan, pres. 

Live commercials; tv film commercials; edu- 
cational shorts; industrial shorts; religious 


| films. 


| Electro-Vox Recording Studios 


5546 Melrose Ave., Hollywood 38, Calif.; 
Hollywood 5-2189; Bert B. Gottschalk, pres. 
Live commercials; industrial shorts; rent 
studios & facilities; slides. 


Elektra Film Productions, Inc. 


| 33 W. 46th St., N. Y.; Judson 2-3606; Abe 


Liss, pres., creative dir.; Sam Magdoff, sec., 
sls. & bus. mgr. 
Complete film service of commercials-indus- 


trials. Creation of storyboards and scripts for 
both animated and live-action film. 


Peter Elgar Productions, Inc. 

75 W. 45th St. N. Y. 36; Judson 6-1870; 
Peter F. Elgar, pres.; Peter A. Griffith, exec. 
vp chg. prod.; John Ercole, dir. photog.; 
Robert C. Jacques, vp, ed. in chf.; Jessie B. 
Adamson, sec. & treas. 

Films for industrial, educational and religious 
use and television. 


Branch Offices: 

1456 N. Bronson St., Hollywood 28, Calif.; 
Ho 9-8111; Robert Farfan, dir. 

103 Church St., Toronto 1, Ont.; Em 6-6065; 
Pat Clever. 


W. J. GERMAN, INC. 


AGENT FOR THE SALE AND DISTRIBUTION OF 


EASTMAN Professional 
Motion Picture FILMS 


Strength Within 
Builds Character 


FINE GRAIN DUPLICATING POSITIVE, 


Type 5365 


FINE GRAIN PANCHROMATIC DUPLICATING NEGATIVE, Type 5234 


FORT LEE, 


New Jersey 
Jane Street 


Longacre 5-5978 


HOLLYWOOD, 
California 

6677 Santa Monica Blvd. 
Hollywood 4-6131 


CHICAGO, 


Illinois 


6040 N. Pulaski Road 
| Irving 8-4064 






are companion films contributing 
Strength through quality to your 
Masters and Dupes that favorably 
influence the Character of your 
Commercials. 


June 29, 1959, Television Age 8] 







































FARKAS FILMS inc 


offers you 


Dependability 





Experience 


Studio: 385 3rd Ave. 
MUrray Hill 3-9938 





Elliot, Unger & Elliot, Inc. 
(A Division of Columbia Pictures) 
414 W. 54th St., N. Y. 19; Judson 6-5582; 
Stephen Elliot, pres.; Michael Elliot, treas. ; 
William H. Unger, sec.; Mare T. Statler, 
exec. producer; Alfred Mendelsohn, g. sis. 
mgr.; Joe Swavely, chg. w. coast div.; Dick 
Kerns, exec. prod. 

Tv filmed commercials. Four sound stages in 


N. Y.; Columbia Studios in Calif. 


Charlies Elms Productions, Inc. 

25 Vanderbilt Ave., N. Y. 17; Murray Hill 
6-8877; Charles D. Elms, pres.; Charles D. 
Elms Jr., vp; R. M. Elms, sec. 

Complete service from planning through pro- 
duction; both photographic and animated. 
Branch Office: 

163 Highland Ave., N. Tarrytown, N. Y.; 
Medford 1-3363; Charles D. Elms, pres. 


Emerson Film Corp. 

1037 Woodland Dr., Glenview, 
9.0011. 

Commercials and syndicated spots. 


Empire Production Corp. 

480 Lexington Ave., N. Y. 17; Plaza 9-4505; 
Arthur Lubo, pres.; Fred deJaager, vp.: L. 
Hamilton Holton, vp. prod.; C. Austin Love, 
vp. sls. 

Commercials and syndicated spots. 


Iil.; Park 


Robert J. Enders, Inc. 

1001 Connecticut Ave., N. W., Washington 6, 
D. C.; Sterling 3-2222; Robert J. Enders, 
pres.; Howard A. Enders, exec. vp; Marshall 
Schacker, off. mgr., NYC; Stanley Bass, off. 
mgr., Wash., D. C. 

Commercials and syndicated spots. 
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Be Known 


Company 


You 


59 EAST 54 STREET, NEW YORK, N. Y. 


Keep... 


aillace 


TONY FAILLACE e LEN MACK 


creation ® writing © production 


of MUSICAL COMMERCIALS 
AND BACKGROUND MUSIC 


roductions Eldorado 5-1752 


INCORPORATED 


































Maxwell House Coffee 
Eskimo Pie 

Arnold Bread 

Blue Bonnet Margarine 
Post Cereals 

Chiquita Banana 

Peter Paul Mounds 
Stroh’s Beer 
International Breweries 
Parliament Cigarettes 
Phillies Cigars 

Ford Galaxie 

Ford Trucks 

Ponds Angel Skin 
Ponds Moisture Base 
Formfit Bras 
Westinghouse 

Roi-Tan Cigars 

Tide 

National Association of Broadcasters 


ENZIE © BOB HAGGART @ BOB NASH 
































Enterprise Productions 
13750 Saticoy St., Van Nuys, Calif.; § 
3-2730; Sherman L. Weiss, exec. prod 
All commercial film services offered. 


Era Productions, Inc. 
5545 Sunset Blvd., Hollywood 28, ¢ 
Hollywood 2-2251; Brice Mack, pres.; 
Schaffer, sec.-treas. 

Sound stage with standing kitchen set; 
tion camera; sound-recording facilities, 
and paint dept.; cutting and projection 
complete animation dept. 


Ted Eshbaugh Studios, Inc. 
109 W. 64th St., N. Y. 23; Trafalgar 
Ted Eshbaugh, pres. 

Tv film shows; tv film commercials; 
tional shorts; industrial shorts; 
films; animation, black & white; 
color; package tv film shows; syndicai 
film; sound or laboratory facilities and samp 
ices. : 


























Faillace Productions, Inc. 

59 E. 54th St., New York 22, N. Y.; EB 
1752; Tony Faillace, pres.; Len Mackenme 
vp. & creative dir.; Bob Nash, production 
sls. mgr. 
Creation, writing and production of musi 
commercials and television background sep 
ing. 


Jerry Fairbanks Productions of © 
California, Inc. E: 
1330 N. Vine St., Hollywood 28, Calif.; 
2-1101; Jerry Fairbanks, pres.; Charles 
erno Jr., vp; F. Stanton Webb, dir. of si 
Leo S. Rosencrans, hd. creative dept; 
McKennon, prod. mgr.; Robert 
studio mgr. 

Complete facilities for production of fin 


commercials, studio, equipment. “= 
Branch Offices: ‘ 
520 N. Michigan Ave., Chicago, IIL; White. 


hall 4-0196; Robert Kemper, midwestell 
resentative. 4 
219 Majestic Bldg., San Antonio, 7 
Capitol 4-8641; Jack Mullen, southern 
sentative. 

6 E. 65th St., N. Y.; Regent 4-1582; George 
Bookasta, eastern representative. 






Family Films, Inc. 

5823 Santa Monica Blvd., Hollywood 3% 
Calif.; Hollywood 2-2243; Sam Hersh, pres. 
Tv film commercials; industrial shorts; am 
mation, black & white; animation, color; 
music effects; package tv film shows; import 
film; rent studios & facilities; sound oF 
laboratory facilities & services. 


Fantasy Features, Inc. (Subsidiary 
to Lance Prod’s.) 

353 West 57th St., New York 19, N. Y.; 
Plaza 7-6167; Lorraine Lester, pres.; Alford 
Lessner, vp; Samuel H. Evans, treas.; George 
Lessner, vp-sec. 

Producer of commercial, documentary, indus- 
trial and puppet films. 


Farkas Films, Inc. 
385 Third Ave. N. Y. 
3-9938; Nicholas Farkas, pres.; 


16; Murray Hill 
F. E. Robi- 


son, vp; Mary Finley, sec.-treas.; Francois 
Farkas, photo. dept.; Oscar Ray, scenano 
dept. 


and theatrical 


Producer of non-theatrical 
films; tv commercials. 












































THE SOLUTION TO YOUR TV COMMERCIAL PROBLEMS! 


ONE of the nation’s foremost producers of taped and filmed 
television commercials... ELLIOT: UNGER: ELLIOT, a division of 
ONE of the nation’s foremost producers of filmed programs for 
television... SCREEN GEMS, adds up to ONE great source with 
incomparable facilities and vast experience on both coasts, for 
the production of television commercials and films for industry. 


SCREEN , GEMS, inc. ELLIOT: UNGER: ELLIOT 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES A DIVISION OF SCREEN GEMS, INC. 
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Filmack Studios 

1327 S. Wabash Ave., Chicago 5, Ill.; Har- 
rison 7-3395; Irving Mack, pres.; Bernard 
Mack, vp sls.; Pat Cascio, production super- 
visor; Larry Woolf, creative dir. 

Tv commercials creation & story boards— 
live sound stage or location photography. Full 
cell cartoon animation—limited & cycle ani- 
mation—music, jingles, sound effects & voice 
recordings—35mm & 16mm laboratory devel- 
oping, editing, printing, tv slides—filmstrips. 
Branch Office: 

630 9th Ave., N. Y. 36. Don Mack vp sls. 


Film-Aide 

509 Harrison St., Amarillo, Tex.; 
3777; George W. Tiffany. 
Commercials and syndicated spots. 


Film-Art Service, Inc. 

41 W. 47th St., N. Y. 36; Ci 6-2426; Neil 
Sessa, pres. 

Animation for television and industry slide 
film presentations. 


Film Arts Productions, Inc. 

1700 S. 19th St., Milwaukee 4, Wis.; Mi 
5-0523; Gaylord Clark, gen. mgr.; Walter E. 
Immekus, prod. mgr. 

Recording, editing, printing, commercial and 
industrial film production, slides and slidefilm 
production. 


Drake 3- 


Film Associates, Inc. 

4600 S. Dixie Highway, Dayton 39, Ohio; 
Axminster 3-2164; E. Raymond Arn, pres.; 
Edward R. Lang, gen. mgr. 

Complete 16mm services, daily reversal proc- 
essing, completely equipped 40’ x 60’ sound 
stage; sound recording and re-recording, 
color duplicating, titling and animation. 


Filmaster Productions, Inc. 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Ho 2-7141; Robert W. Stabler, pres.; Glenn 
N. Cook, vp; Clifford Enger, sec.; Patricia 
Tracey, treas. 

Producer of program, commercial and feature 
films. 


Film Commercials, Inc. 

87 Madison Ave., N. Y. 16; Oregon 9-3970; 
John C. Ryder, vp. 

Producer and distributor of commercials. 


Film Creations, Inc. 

16 E. 40th St., N. Y. 18; Murray Hill 9-4565; 
Edward R. Carroll; Joseph M. Barrett, pres. 
Commercials, syndicated spots and industrial 
films. 


Film Effects of Hollywood 
1153 N. Highland Ave., Hollywood 38, Calif. ; 


Hollywood 9-5808; Linwood Dunn, pres.; 
Don W. Weed, gen. mgr. 
Specialized laboratory services; special ef- 


fects, quality duping; matte paintings, equip- 
ment design, tv film commercials. 


Filmercial Productions, Inc. 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Hollywood 2-7141; James H. Chapin, gen. 
mgr.; Glenn Cook, prod. mgr. 

Complete sound film facilities; editing; dub- 
bing; recording; opticals; titles: inserts: ani- 
mation; miniatures. 


Film File (Pix Enterprises) 

12148 Hillslope St., Studio City, Calif.: 
Popular 2-9173; George Grenville, production 
supervisor. 

Commercials and syndicated spots. 


Film Opticals, Inc. 

421 W. 54th St., N. Y. 19; Plaza 7-7120; Leon 
Levy, pres. 

Slides and balops (telops); slide film com- 
mercials. 


Filmways, Inc. 

18 E. 50th St., N. Y.; Plaza 1-2500; Martin 
Ransohoff, pres.; Lee Goodman, vp prod.; 
Mickey Dubin, vp sls. 

Producer of commercials and industrial films. 


Fine Arts Productions 

7779 Sunset Blvd., Hollywood 46, Calif.; 
Hollywood 7-7107; John Wilson, pres. 
Produce film commercials, animation. 


Fiore Films 

128 Mallory Ave., Jersey City 4, N. J.; Hen- 
derson 2-4474; Al Fiore, sls supervisor 
Commercials, educational, industrial 
sales-training films. 


Alan M. Fishburn Productions 

333 N. Michigan Ave., Chicago 1, Ill.; Dear- 
born 2-0657; Alan M. Fishburn, o. 
Tv live programs; live commercials; 
commercials; package tv live shows. 


and 


tv film 


Five Star Productions, Inc. 

6530 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 3-4807; Chet Glassley, pres. 

Tv film commercials; industrial shorts; ani- 
mation, b&w; animation, color; tv scripts; 
rent studios & facilities. 


Flagg Films, Inc. 
4584 Santa Monica Blvd., Hollywood 29, 
Calif.; Normandy 3-6524; Don Flagg, pres.; 





CAMART DUAL 








Write for Catalog of Film Editing & Handling Equipment 


THE CAMERA MART INC. 


1845 Broadway (at 60th St.), New York 23, N. Y. e 


SOUND READER 
Model SB-III 


U.S. Pat +2,819,646 
Complete with optical sound repro- 
duction head (choice of magnetic 
sound) base plate, amplifier-speaker. 
For single or double system sound. 
Easy to handle, no twisting film. An 
unbeatable combination with the Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 24%, x 3% picture. 


Dual Reader, less viewer $ 195.00 
Zeiss Moviscop viewer 99.50 





Plaza 7-6977 
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Toni Flagg, producer-dir.; Larry 
prod. mgr.; Betty Anderson, office mgr, 
Tv commercials, tv shows, industrials, 
tional films, medical films. 

Branch Office: 

335 Hayes St., San Francisco, Calif; 
lock 1-3050; George Guenley, office mgr, 
Studio: 

5907 W. Pico Blvd., 
8-2101. 


Fletcher Film Productions Ltd, 
RCA Bldg., 225 Mutual St., Toronto 2, On; 
Empire 3-8372; Howard D. Fletcher, pres; 
Hugh J. Moreland, dir. prod.; Syend 4 
Blangsted, dir. admin. 

Tv features for Canadian Broadcasting Com, 
networks; tv commercials; theatrical shorts; 
wide-screen color; business and public mk 
tions films, sales training and industrial 
films; sound slidefilms; film distribution, 


Flicka Films 

1431 N. Wells, Chicago 10, Ill; Su 7-295). 
William R. Johnson, gen. mgr.; J. C. Bran. 
combe, natl. sls. dir. 

Animation, live action, slidefilms, tv commer. 
cials. 

Branch Offices: 

682 Dayton Ave., St. Paul, Minn.; Capitd 
6-3586; John D. Christison, sls. representative, 
314 Townsend St., Lansing, Mich.; Ivanhe 
9.2200; Wm. A. Pomeroy, sis. representatin. 









Hollywood 35; Website 














Focal Point Productions 

342 Madison Ave., N. Y. 17; Murray Hil 
7-8717; George Joseph, John Strang. 
Producers of industrial films and commercial, 


Fordel Films, Inc. 
1079 Nelson Ave., N. Y. 52; 
2-5000; Clifford F. Potts. 
Commercials, syndicated spots anc ru astral 


films. 


Wyandotte 


Fotovox, Inc. 

1447 Union Ave., Memphis 4, Tenn.; Broad- 
way 5-3192; Elston Leonard, pres.; Frank 
Berfield, prod. mgr.; Peter Harkins, creative 
dir. 

Commercials, syndicated spots and industrial 
films. 

Branch Office: 

216 E. Markham, Little Rock, Ark.; Franklin 
2-0502; Harry Westlake. 


Four Star Films, Inc. 

4024 Radford Ave., Studio City, Calif.; Pop 
lar 3-8411: Dick Powell, pres.; David Niven, 
Charles Boyer, vp’s; Comm. div.; Walter 
Bien & Bob Chenault. 

Producer of film series, commercials and it- 
dustrials. 


George Fox Corp. 
1508 Crossroads of the World, Hollywood 2, 
Calif.; Hollywood 4-2242; George S. For, 
pres. 
Commercials, syndicated spots and industrial 
films. 


Frazen Productions, Inc. 
1040 N. Las Palmas Ave., Hollywood 3, 
Calif.; Ho 7-3111; Ho 7-6967; Stanley Frazen, 
prod. dir; Sherman Rose, dir. 
Tv commercials; training & industrial films 


storyboards; animation. 


Branch Office: 
1365 National Press Bldg., Washington 4 
BHC; 


Metropolitan 8-0001; Al Goldsmith, 











——EI 


Wyandotte 
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1.; Broad- 
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ywood 28, 
. §. Fox, 
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oldsmith, 


Ajax 

Alcoa 

All 

American Gas Assoc. 
Armstrong 

Betty Crocker 
Breck 

Budweiser 
Bufferin 

Buick 
Campbell's Soup 
Chemstrand 
Cola Cola 


Coty 


CALIFORNIA 


4024 Radford Avenue 











N. Hollywood — POplar 9-0326 


For quality production more and more of the 
quality accounts are entrusted to MPO’s care 


Dash 

DuPont 
Equitable 
General Electric 
Gillette 

Good Luck 
Ivory 
Johnson's Wax 
Kellogg 

Kent 

Lifebuoy 
Maidenform 
Marlboro 
Maxwell House 



















BELOW IS A PARTIAL LIST OF TELEVISION ADVERTISERS WHOSE 
AGENCIES HAVE SELECTED MPO FOR THE PRODUCTION OF THEIR COMMERCIALS 


Mobilgas 
Oldsmobile 
Paper Mate 
Philip Morris 
Pepperidge 
Ponds 

Post 
Prudential 
Revion 
Salem 
Schlitz 

U.S. Steel 
Winston 


For detailed information regarding MPO’s Creative staff and studio facilities write or call 
Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 


NEW YORK CITY 


15 East 53rd Street 
MUrray Hill 8-7830 
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PICTURE OF 


TAPE IT R 


The picture’s the thing . . . You want your commercials to have the snap, sparkle 
and punch characteristic of superb pictures. By “taping it RCA”’ you get live picture 
quality. All the freshness, all the life-like detail tomes back to you on RCA tape 
—thanks to advanced, built-in, quality-control features of the RCA TV Tape 
Recorder. Unlike older designs, this newest.of TV T\ape Recorders makes it easy to 
get and keep highest quality pictures. Your programsjand commercials stand closest 
scrutiny because they are transcribed “‘live’”’ from the\very first breath. Compatible 
in every respect, the RCA TV Tape Recorder algo has\built-in features for superior 
color rendition that become an added bonus for monochrome. Ask your engineer to 
explain the picture-plus advantages of RCA’s electroni¢ quadrature adjustment, sync 
regeneration, four-channel playback equalization, and built-in-test equipment, or see 
your RCA Representative. For complete particulars} write to RCA, Dept. TR-2, 
Building 15-1, Camden, N.J. In Canada: RCA VICTQR Company Ltd., Montreal. 


ANOTHER WAY RCA SERVES INDUSTRY THROUGH ELEQTRONICS 


RADIO CORPORATION of AMERICA 


BROADCAST AND/TELEVISION EQUIPMENT 
CAMDEN, N./ J. 


Tmk(s) ® 











industrial sls. dir. 


Freberg, Ltd. 

7781 Sunset Blvd., Hollywood, Calif.; Holly- 
wood 2-6973; Stan Freberg, pres.; Bob Klein, 
gen. mgr. 

Creation and production of live-action and 
animated commercials, storyboards. 


Allen A. Funt Productions 

White Gates, Croton-on-Hudson, N. Y.; Cro- 
ton 1-8847; Allen A. Funt, pres.; Tom Mur- 
ray, prod. mgr. 

Commercials, syndicated spots and industrial 
films. 


Galbreath Pictures, Inc. 

2905 Fairfield Ave., Ft. Wayne, Ind.; Harri- 
son 4147; Richard E. Galbreath, pres.; E. W. 
Gaughan, exec. vp; Clyde L. Krebs Jr., up & 
Chicago sls. 

Tv & industrial motion pictures. 

Branch Offices: 

Rm. 254 Bd. of Trade Bldg., 141 W. Jackson 
Blvd., Chicago, Ill.; Harrison 7-7447; Clyde 
L. Krebs Jr., vp. 


Gallagher Films, Inc. 

137 N. Oakland Ave., Green Bay, Wis.; Hem- 
lock 7-1307; James C. Gallagher, pres. 

Tv commercials, half-hour show. 


William J. Ganz Co., div. of Institute 
of Visual Training, Inc. 

40 E. 49th St., N. Y. 17; Eldorado 5-1443; 
William J. Ganz, pres.; Herbert R. Dietz, 
exec, producer; Vincent J. Capuzzi, exec. 
mgr. 

Producers of tv commercials, tv films and 
industry films. Distributors of tv and non- 
theatrical films. 

Branch Offices: 

Twenty-one booking offices throughout coun- 


try. 


General Film Productions, Inc. 
2142 S. State St., Salt Lake City 15, Utah; 
Ambhurst 6-7244; William G. Mors, sls. & 


prod. mgr. 
Live commercials; tv film commercials; 
soundies; educational shorts; industrial 


shorts; animation, color; sound or laboratory 
facilities & services. 


General Pictures Corp. 

2307 Chester Ave., Cleveland 14, O.; Main 
1.6263; George Oliva Jr., pres.; Miliard M. 
Horace, vp. 

16mm and 35mm motion pictures, sound 
stage, sound slide films, tv commercials, news- 
reel, kinescope, still photography; animation. 


Gerald Productions, Inc. 

421 W. 54th St, N. Y. 19; Plaza 7-2125; 
Gerald Auerbach, pres.; William V. Adams, 
sls. mgr.; Alfred Traum, bus. mgr.; Hampus 
Morner, dir., international. 

Complete production facilities — editing, 
sound recording, mixing, etc. 


Gifford Animation, Inc. 

165 W. 46th St., N. Y. 36; Judson 2-1591; 
Lewis L. B. Gifford Jr., pres.; Paul Kim, vp; 
Julia Whalen, prod. mgr. 

Animated films, live action films, slide films. 


Sherman Glas Productions Inc. 
7015 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 17-8151; Sherman Glas, pres.; 
Maggi Farkas, sec. 

Animated commercial spots. 
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Glenar Studios 

6618 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-0406; Sid Glenar, o. 

Live commercials; tv film commercials; edu- 
cational shorts; animation, b&w; animation, 
color. 


Melvin L. Gold Enterprises 

200 W. 57th St., N. Y. 19; Columbus 5-0756; 
Melvin L. Gold, o. 

Production for tv and industrial. 

Branch Office: 

325 West End Ave., N. Y. 23; Susquehanna 
7-7060. 


Golden Key Productions, Inc. 
1921 Hillhurst Ave., Hollywood 27, Calif.; 
Normandy 3-9421; Gene Spiller, pres. 

Film spot commercials. 


Gommi-Tv, Inc. 

305 E. 47th St., N. Y. 17; Eldorado 5-7650; 
Albert Gommi, pres.; Bernard Gray, vp, pro- 
ducer. 

Food specialties, food inserts, tv commercials 
and promotional film. No live sound. 


Harry S. Goodman Productions, Inc. 
19 E. 53rd St., N. Y. 22; Plaza 5-6131; Harry 
S. Goodman, pres.; Everett F. Goodman, vp; 
Stuart N. Wilson, tv dir.; William Baron, 
asst. gen. mgr.; Frank T. Gehrecke, rad. dir.; 
H. D. Knuth, sec. 

Commercials and syndicated spots. 


Gotham Recording Corp. 

2 W. 46th St., N. Y. 36; Judson 6-5577; 
Herbert M. Moss, pres.; Robert M. Volkell, 
vp-gen. mgr.: Jason B. Windwer, vp engineer- 
ing; Fred Hertz, dir. pgmmng & prod.; 
Leonard Lawson, ae; Bern Robertson, film 
dir. 

Creation and production of tv film commer- 
cials and programs; live action and anima- 
tion. 


Goulding-Elliott-Graham 
Productions, Inc. 

420 Lexington Ave., rm. 2545, N. Y. 17; 
Lexington 2-9014; Edward R. Graham, pres.; 
Robert (Bob) Elliott, sec.; Raymond W. 
(Ray) Goulding, treas. 

Produce tv spot commercials. 


Grantray-Lawrence Animation, Inc. 
716 N. LaBrea, Hollywood, Calif.; Ray Pat- 
terson, pres.; Robert L. Lawrence, vp; Grant 
Simmons, sec. treas. 

Film spot commercials. 


Graphia Productions 

3630 Jackson St., San Francisco 18, Calif.; 
Bayview 1-2202; Kathleen K. Rawlings, pro- 
ducer. 

Film spot commercials. 


Gray & O'Reilly Studios 

480 Lexington Ave., N. Y. 17; John F. 
O'Reilly, vp; James E. Gray, vp. 

Complete studio, sound, sets, etc. 


Lewis G. Green Productions 

520 N. Michigan Ave., Chicago 11, IIL; 
Whitehall 4-7440; Lewis G. Green, mgr. 

Tv live programs; tv film shows; live commer- 
cials; tv film commercials; industrial shorts; 
music effects; package tv live shows; package 
tv film shows; rent studios & facilities. 


Ben Greene Film Productions 

318 W. 5lst St., N. Y. 19; Plaza 7-3858; Ben 
Greene, o. 

Tv commercials, industrial films, theatrical 


films. 









Abner J. Greshler Productions, Ine, 
Sunset Towers West, 8400 Sunset Blvd, 
Hollywood 46, Calif.; Oldfield 4-5960; Abner 
J. Greshler, pres.; Fred Harris, mgr. 
Commercials and industrial films. 

Branch Office: 

RKO Bldg., Radio City, N. Y.; Circle 7-3025, 


Guided Tour Productions 

P. O. Box 107, Ocala, Fla.; Marion 9-2618; 
Michael Bennett, Chester Redfern. 
Commercials and syndicated spots. 


Herman Hack Productions & Scrip- 
ture Films 

2441 N. Beachwood Dr., Hollywood 28 
Calif.; Hollywood 7-0557; Herman Hack, o. 
Tv film shows; live commercials; soundies: 
package tv live shows; tv scripts; syndicate 
tv film. 


Handel Film Corp. 

6926 Melrose Ave., Hollywood 38, Calif.; We 
6-5924; Leo A. Handel, pres.; Monroe Man- 
ning, sec. 

Producer-distributor of film series; producer 
of commercials. 


Jam Handy Organization 

2821 E. Grand Blvd., Detroit 11, Mich.; 
Trinity 5-2450; Jamison Handy, pres.; Oliver 
Horn, exec. vp; George Finch, vp sls, 
dvulpmnt. 

Commercials and syndicated spots. 

Branch Offices: 

230 N. Michigan Ave., Chicago 1, IIl.; State 
2-6757; Harold Dash. 

Pittsburgh 22, Pa.; Zenith 0143; Charles 
Renfrew. 

Dayton 2, Ohio; 
Seelye. 

1402 N. Ridgewood Place, Hollywood 28, 
Calif.; Hollywood 3-2321; Thomas Johnstone. 
1775 Broadway, N. Y. 19; Judson 2-4060. 


Enterprise 6289; Jack 


Hankinson Studio, Inc. 

15 W. 46th St. N. Y. 36; Judson 6-0133; 
Frederick L. Hankinson, pres. 

Animated and live tv spots; industrials; slide 
films. 


Hardric Productions, Inc. 

510 Madison Ave., N. Y. 22; Ac 2-3354; El 
5-5633; Ralph F. Craig, pres.; Hale Rood, 
vp & mus. dir.; Edith B. Graham, sec. 
Creation and production of musical commer- 
cials for broadcast media. 


Harriscope, Inc. 

355 N. Beverly Dr., Beverly Hills, Calif.; 
Crestview 6-4632; Burt I. Harris, pres.; 
Geoffrey Nathanson, producer; Connie Cole- 
man, traff. mgr. 

Production of television filmed commercials. 


Harris-Tuchman Productions, Inc. 
751 N. Highland, Hollywood 38, Calif.; 
Webster 6-7189; Ralph Tuchman, pres. & 
gen. mgr.; Fran Harris, vp & creative dir.; 
Fred Golt, prod. supervisor. 

Animation and live action to film commercials 
and industrial films. 


Hartley Productions, Inc. 

339 E. 48th St., N. Y. 17; Eldorado 5-7762; 
Irving Hartley, pres.; Elda Hartley, vp; F. 
William Bryant Jr., chg. prod. 
Commercials; pr films; industrials; 
elogues and slides. 
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Health & Welfare Materials Center, 
Inc. 

10 E. 44th St., N. Y. 17; Murray Hill 2-0283; 
Victor Weingarten, pres. 

Tv live programs; tv film shows; tv film com- 
mercials; educational shorts; package tv film 
shows. 

Branch Office: 

Munson Rd., Pleasantville, N. Y.; Rogers 9- 
2551; Violet Weingarten, vp. 


Hearst Metrotone News, Inc. 

450 W. 56th St.. N. Y. 19; Plaza 7-4120; 
Caleb B. Stratton, exec. vp; John Michon, 
prod. chf.; Marshall B. Davidson, exec. news 
ed.; Max Klein, theatrical newsreel ed.; 
Charles Peden, tv news ed.; Harry C. Robert 
Jr., sports ed.; Walter de Hoog and Martin 
Andrews, dir.-producers; Robert H. Reid, tv 
sls. dir.; John D. LeVien, dir. special proi- 
ects; Cloyd Aarseth, school newsreel ed. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; newsreels; 
music effects; package tv film shows; tv 
scripts; syndicate tv film; export film; im- 
port film; sound or laboratory facilities and 
services; process film. 


George Heid Productions 
Penn-Sheraton Hotel, Pittsburgh 30, Pa.; 
Grant 1-3696; George Heid, pres. 

Tv live programs; live commercials; package 
tv live shows. 


HFH Productions, Inc. 

38 W. 48th St., N. Y. 36; Judson 2-5055; 
Howard Henkin, pres. & live action film prod. 
& dir.; Dan Hunn, vp & dir. animation; 
Ronald Fritz, vp & creative dir.; Larry Puck, 
exec. prod. 


Animation & live action commercials, indus- 
trials, and short features. 


Holland-Wegman Productions 

197 Delaware Ave., Buffalo 2, N. Y.; Madison 
7411; Edward J. Wegman, Sheldon C. Hol- 
land, p’s. 

Complete creation and production of 16mm 
and 35mm commercials and programs for tv; 
complete black & white laboratory, processing 
and printing facilities. 


Hollis Productions, Ltd. 

5800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 9-3181; Charles Irving, pres. 

Tv live programs; tv film shows; videotape 
productions; live commercials; tv film com- 
mercials; industrial shorts; package tv live 
shows; package tv film shows. 


Hollywood Film Commercials 

932 N. La Brea, Hollywood 38, Calif.; Ol 
4-7100; David Commons, pres.; Theodore 
Goetz, vp. 

Live action and animated commercials, in- 
dustrials; storyboards; optical and special 
effects. 


Hollywood Film Enterprises, Inc. 
6060 Sunset Blvd., Hollywood 28, Calif.; 
Ho 4-2181; Mickey Kaplan, pres.; Robert 
Warde, vp; T. H. Emmett, sls. mgr. 
Complete motion-picture film processing, 
black & white or color. 


Howard Radio-Tv Productions 

123 W. Chestnut St., Chicago 10, Ill.; Mi 2- 
5877; Bernard Howard, o. 

Producer of programs and commercials. 


Hubbard Hunt Productions 

1459 N. Seward, Hollywood 28, Calif.; Holly. 
wood 5-8444; Hubbard Hunt, prod. mgr, 

Tv live programs; tv film shows; live com 
mercials; tv film commercials; industrial 
shorts; animation, black & white; animation, 
color; package tv live shows; package fy 
film shows; sound or laboratory facilities and 
services. 


Milton Hurwitz 

1553 Madrona Drive, Seattle 22, Wash.; East 
4-1108; Milton Hurwitz, o. 

Distribution tv films; produce tv programs 
and commercials; kinescope service. 


Imperial World Films, Inc. (IWF) 
12 E. Delaware PIl., Chicago, Ill.; Michigan 
2-6200; Russ Davis, vp & gen. sls. mgr. 
Industrial and educational films (lease or 
loan) ; film spot commercials. 


Imppo, Inc. 

1564 Sorrento Dr., Pacific Palisades, Calif. 
Granite 8-4740; Herbert L. Strock, pres. 

Tv film shows; tv film commercials; indus 
trial shorts; religious films; animation, b&w; 
package tv film shows; syndicate sound-effeets 
library; sound or laboratory facilities and 
services. 


Independent Television Corp. 
488 Madison Ave., N. Y. 22; Plaza 5-210 
Walter Kingsley, pres.; J. W. Kiermaier, as 
to pres.; Hal James, nat. sls. dir.; Willi 
Dubois, dir. sls. planning & opertns.; H 
Frieberg, gen. mgr., syndication sls.; R 
Clancy, mgr. NYC sls. div. 

Production and distribution of television ff 
series. 


Interlingual International Inc. 
11 Jima Bldg., 5-3, Ginzanishi, Chuo 
Tokyo, Japan; George A. Shirokow, 
mer. 

Films for television and business; animate 
cartoons, film dubbing. 


New York Agent—Trojan Films; Ci 6-7565. 


Riley Jackson Productions 
6253 Hollywood Blvd., Hollywood 28, Califj 
Ho 3-2324; Riley Jackson, pres. 

Producer of programs, commercials and im 
dustrials. 


Jamieson Film Co. 

3825 Bryan, Dallas 4, Tex.; Taylor 3-8158; 
Bruce Jamieson, pres.; Jerry Dickinson, # 
prod. mgr. 

Commercials, syndicated spots and industrial 
films. 

Branch Office: 

936 W. Peachtree St., N. W., Atlanta 9, Ga; 
Trinity 4-6625; Chester Gleason, branch mgr. 


Jan Productions 
6611 Santa Monica Blvd., Hollywood 38, 
Calif.; Hollywood 4-8331; Ann Fairleigh, 


pres. 


| Tv film shows; tv film commercials. 
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Jewell Radio & Television 
Productions 
612 N. Michigan Ave., Chicago 11, Ill.; Mo- 


| hawk 45757, Graceland 7-7292; James E. 


Jewell, pres.; W. Ralph Jewell, vp; M. P. 
Casey, sec.; James Lawrence, editor. 
Creators and producers of programs, com- 
mercial spots and jingles for tv and radio; 
industrial, educational and television films. 
Branch Offices: 

3062 Penobscot Bldg., Detroit 26, Mich.; 
Woodward 3-0617. W. Ralph Jewell, exec. in 
chg. 

Landmark Productions: 1040 N. Las Palmas, 
Hollywood, Calif.; Hollywood 7-3111; 
Michael Baird, mgr.; Lewis Foster, dir. 


Dallas Jones Productions, Inc. 
1725 North Wells St., Chicago 14, Ill.; Mo 
4.5525; Dallas Jones, pres.; Richard Bowen, 
bus. mgr. 

Producer of industrial films and commercials. 


K & S Films, Inc. 

5819 Wooster Pike, Cincinnati 27, Ohio; 
Bramble 1-3700; Jack R. Rabius, pres.; S. 
Harry Wilmink, vp. 

Produce industrial motion pictures, slide 
films, animated and live tv commercials. 


Al Kane Productions, Inc. 
1411 Walnut St., Phila. 2, Pa.; Ri 6-0222: 
Albert M. Kane, pres.; George Cyr, exec. 


| producer. 


Producer of programs and commercials; 
kinescope; production consultants; technical 
writing and production. 


The Kappa Co. 
1182 West Peachtree St., N. W. Atlanta. 


Victor Kayfetz Productions Inc. 


1780 Broadway, N. Y. 19; Circle 5-4830; Vic- 
tor Kayfetz, pres, exec. prod.; Seymour Pos- 
ner, asst. to pres. 


Tv commercials. 


Branch Offices: 


1200 Westfall Rd., Rochester, N. Y.; Green- 
field 3-3000, ext. 534; Don Lyon, upper N. Y. 
rep. 

Bear Flms Div., 3426 Bay Front Place, Bald- 
win, L. L., N. Y.; Baldwin 3-1830; Frank Bear, 
mgr. Long Island div. 


Keitz & Herndon 

4409 Belmont, Dallas 4, Tex.; Taylor 4-2568; 
L. F. Herndon Jr., R. K. Keitz, p’s; Tom 
Young, art dir. 

General 35mm and l6mm film production, 
animation, etc. 


Key Productions, Inc. 

527 Madison Ave., New York 22, N. Y.; 
Eldorado 5-2180; James D. Kantor, pres.; 
William M. Kahn, vp. 

Producer of commercials and industrial films. 


Klaeger Film Productions, Inc. 
1600 Broadway, N. Y. 19; Judson 2-5730: 
Robert H. Klaeger, pres.; John J. Fenton, 
vp. 

Television and industrial films, live action 
and animation. 


Kleiman Productions 
7815 Milan Ave., St. Louis 14, Mo.; Volun- 
teer 3-6777; J. J. Kleiman, prod. mgr. 





Commercials, syndicated spots and industria! 
films. 


William L. Klein Productions 

301 E. Erie St., Chicago 11, Ill; Superior 
7-9114; William L. Klein, pres., exec. prod,; 
Marilyn L. Friedel, ass’t. to pres. 

Creators and producers of package shows and 
spot announcements for television and motion 
pictures for business, industry and govem. 
ment. 

Branch Office: 

154 E. Erie St., Chicago 11, Ill.; Su 7-796 


Kling Studios Inc. 

601 N. Fairbanks Ct., Chicago 11, Ill.; Dele. 
ware 7-0400; Robert B. Eirinberg, pre;.; 
Alfred D. LeVine, dir. syndication. 
Syndicated commercial spots. 

Branch Office: 

Kling-California Inc., 1416 N. La Brea, 
Hollywood, Calif.; Hollywood 3-2141; Fran. 
ces Russell. 


Kluge Film Productions 

3200 N. Richards St., Milwaukee 12, Wis; 
Franklin 2-0191; Donald R. Kluge, sis. mgr.; 
Douglas W. Kluge, prod. mgr. 

Black & white and color 16mm commercials, 
synchronous or narrative sound. 



































L & L Animation Service 

480 Lexington Ave., New York 17: Yukon 
6-9088; Larry Lippman, p.; Irv Levine, p. 
Complete art and camera _ service—slide, 
slidefilms, filmographs, animated tv spots, in- 
dustrials, medicals. Two oxberry 35-l6mm 
cameras, fully motorized, for producer service 
ing. 


La Brea Productions, Inc. 

7417 Sunset Blvd., Hollywood 46, Califi; 
Hollywood 4-7171; O. Gail Papineau, pres.; 
James E. Baumeister, exec. vp; Henry J. 
(Hank) Ludwin, vp & dir. 

Animated tv commercials, live action tv com- 
mercials, animated and live action industrial 
films. 


Lakeside Television Co., Inc. 
1465 Broadway, N. Y. 36; Longacre 5-4582; 
Richard Stevers, pres.; Bernard Schulman, 
exec. up. 

Film spot commercials. 


Lakewood Productions 

2015 Kalamazoo, S. E., Grand Rapids, Mich. 
Producer of industrial-educational films and 
commercials. 


Lance Productions, Inc. 
353 W. 57th St., N. Y. 19; Plaza 7-6167; 
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Lorren Lester, pres.; Samuel H. Evans, treas. ; 
Alford H. Lessner, vp. 

All type of film production, commercials, 
documentary, features, sound recordings, etc. 


Kent Lane Films, Inc. 

1253 S. Third St., Louisville 3, Ky.; Melrose 
6-3911. 

Commercials and syndicated spots. 


Herbert S. Laufman & Co. 
221 N. LaSalle St., Chicago 1, Ill.; Randolph 
6-4086; Herbert S. Laufman, pres. 


Tv live programs, tv film shows; live commer- 
cials; educational shorts; industrial shorts; 
package tv live shows; package tv film shows; 
syndicate tv film. 


Robert Lawrence Productions, Inc. 
418 W. 54th St, N. Y. 19; Judson 2-5242; 
Robert L. Lawrence, pres.; Henry Traiman, 
vp, editorial optns.; Louis Mucciolo, vp, 
studio optns.; Martin Low, vp, sis.; Philip 
Kornblum, treas. 

Producer of commercials, industrial films, 
film series; complete studio facilities. 


Branch Offices: 

Robert Lawrence Animation, Inc., 418 W. 
54th St, N. Y. 19; Judson 2-5242; Peter 
Cooper, vp; Mal Wittman, prod. sup. 

Robert Lawrence Productions (Canada) Ltd., 
32 Front St., W., Toronto 1, Ont.; Empire 
4-1448; John T. Ross, up. 

Grantray-Lawrence, Animation, Inc., 716 N. 
La Brea, Hollywood 38, Calif.; Webster 6- 
8158; Ray Patterson, pres.; Robert L. Lawr- 
ence, vp; Grant Simmons, sec.-treas. 


Lawrence-Schnitzer Productions, Inc., 1040 
N. Las Palmas, Hollywood 38, Calif.; Holly- 
wood 2-6358; Gerald Schnitzer, vp. 


Robert Lawrence Productions (Can- 
ada) Ltd. 

32 Front St., W., Toronto 1, Ont.; Empire 
4-1448; John T. Ross, vp. 


Lawrence-Schnitzer Productions, 
Inc. 

1040 N. Las Palmas St., Hollywood 38, Calif.; 
Hollywood 7-3111; Robert L. Lawrence, 
pres.; Gerald Schnitzer, vp. 

Live action; original storyboards; industrial; 
documentaries. 


Lee & Mogle Studios, Inc. 

43 W. 61st St., N. Y. 23; Judson 2-7379. 
Slides and balops (telops); slide film com- 
mercials. 


Gene Lester Productions 

1487 N. Vine St., Hollywood 28, Calif.; Ho 
4-7287; G. Lester. 

Commercials and syndicated spots and pro- 
motional films; tv series. 


Carol Levene Productions 

2011 Broadway, San Francisco 15, Calif.; 
Walnut 1-4772; Carol Levene, o.-prod. 
Producer of commercials, industrial and edu- 
cational films. 


Jack Lewis Studios 

5612 Wythe Ave., Richmond, Va.; Atlantic 
2-4157. 

Commercials and syndicated spots. 





ROBERT LAWRENCE PRODUCTIONS’ NEW 


Lewis & Martin Films, Inc. 

1431 N. Wells St., Chicago 10, Ill.; Whitehall 
4-7477; William R. Johnson, pres.; Irving 
Bell, vp & treas.; Betty Lou Taylor, seg: 
Anthony V. La Pietra, prod. mgr. 

Live motion pictures; animated films; tv com. 
mercials, industrials; slide films; government 
films; training films and still photography. 


Lou Lilly Productions, Inc. 

5746 Sunset Blvd., Hollywood 28, Calif.; Hp 
5-6325; Lou Lilly, pres.; Manny Gould, mp; 
Jeanine Beatty, sec. 


Television commercial spots, industrial films 


Jack Lloyd 

1445 Miller Way, Hollywood 46, Calif.; Old 
field 6-4607; Jack Lloyd, exec. dir. 
Complete production of jingles from idea 
finished spot, live, film, animation. 





LANGLOIS 
Filmusic Ine. 


1755 Broadway 
New York City 
JUdson 6-5705 


Hollywood ‘ Paris Toronto London 











TORONTO STUDIOS 








The new studio facilities of 

Robert Lawrence Productions, 

in downtown Toronto, will be opened 
in August of 1959. 

These studios are being built 

to accommodate the ever expanding 
needs of Robert Lawrence 
Productions in the production 

of television commercials, 

industrial and documentary films. 





| SCENERY La —— 


| CARPENTRY 


STAGE 2 STAGE | 














Robert Lawrence Productions 

will engage in the production of 
television programs and feature 

films as well as productions on 
videotape, for which the planners 
have strategically located 

facilities between the two main stages. 














MAIN FLOOR 


For further details write or phone 


Robert Lawrence Productions 


TORONTO - 32 Front St. West - EMpire 4-1448 
NEW YORK - 418 West 54th St. JUdson 2-5242 
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Lott Video Productions 

Broadway & 5th Sts., Santa Monica, Calif.; 
Exbrook 6-4018; D. N. Lott. 

Commercial and syndicated spots. 


James Love Productions, Inc. 

115 W. 45th St., N. Y.; Judson 2-4633; James 
A. Love, pres.; William D. Henry, supervis- 
ing editor; James W. Wille, prod. supervisor. 
Ty spot commercials, industrial films, pack- 
age programs. 


John W. Loveton Productions, Inc. 
1606 N. Highland, Hollywood 28, Calif.; John 
W. Loveton, pres. 

Producer of programs, commercials, theatrical 
features and radio shows. 


Lux-Brill Productions, Inc. 

319-21 E. 44th St., N. Y. 17; Oregon 9-6320; 
Richard S. Dubelman, client liaison. 
Complete production of live and/or animated 
motion pictures, fully equipped sound stages, 
recording and screening rooms with inter- 


lock. 


Marathon TV Newsreel, Inc. 

10 E. 49th St., N. Y. 17; Murray Hill 8-6043; 
Konstantin Kalser, pres. & exec. producer; 
Kenneth Baldwin, vp & prod. supervisor; 
Charles Van Bergen, dir. news & special 
events; Jean Hauck, admin. dir.; Cindy Karp, 
distribution & traffic mgr. 

Public-information films, worldwide news 
service, company newsreels, special-events 
coverage for industry, film editing, commer- 
cials, stock shots; complete 16mm and 35mm 
production and editing facilities; correspond- 
ent cameramen in all countries of the world 


Radio Recorders’ skilled techni- 
cians and unmatched facilities 
can bring your special “Sound 
Idea” to life. 

Dynamic sounds that sell . 
special effects . award-win- 
ning quality. Create that audio 
effect exactly the way you want 
to hear it. 


For consultation call HOllywood 


7000 SANTA MONICA BLYD., 


HOLLYWOOD 38, CALIF. 
A RTRES 





and large U. S. cities. 
Branch Offices: 


London, Paris, Berlin, Rome. 


Marshall Organization, Inc. 

750 Third Ave., N. Y. 17; Murray Hill 7-2722; 
Anthony W. Marshall, pres. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; package tv live 
shows; package tv film shows. 


Master Motion Picture Co. 

50 Piedmont St., Boston 16, Mass.; Hancock 
6-3592; Avner Rakov, pres. & treas.; Irving 
Rose, prod. mgr. 

Producers of commercial films, industrial, 


tv commercials, documentaries, slidefilms, 
theatre trailers; sound recording and film- 
ing studios; l6mm-.and 35mm _ processing 
laboratory. 


McCadden Productions 

1040 N. Las Palmas, Hollywood 38, Calif.; 
Ho 4-2141; George Burns, pres. 

Producer, programs and commercials. 


Morton McConnachie Productions, 
Inc. 

675 Fifth Ave. N. Y. 22; Plaza 2-0033; 
Morton McConnachie, pres.; Jack Hively, up. 
Producer of commercials, industrials and 
documentaries. 

Branch Offices: (distribution) 

630 Ninth Ave., N. Y. 36; Plaza 2-0033. 





yma 





Why buy the Cow when you only need a quart? 


Smart Pros rent their 


equipment from CECO* 


Why invest a lot of money for expensive photographic equipment for which 


you may have only limited use? Do w 


hat the top Pros do—rent your cameras, 


lighting, sound recording and editing equipment from CECO’s vast stocks. 


Everything is delivered to you “better than new” 
checked out for perfect performance before it goes out on rental. 


because everything is 
You save 


on taxes, too. Ask us about rental-lease arrangements. 


Cameras 

16mm & 35mm—Sound (Single or Double 
System) —Silent — Hi-Speed 

Lenses 

Wide angle—Zoom—Telephoto—Anamorphic 
Odin Mis ‘ 


Magnetic—Optical 





Grip Equipment 
Parallels—Goboes—Other Grip accessories 


Dollies 
Crab—Western—Portable—Panoram—Cranes 


*CECO Trademark of Camera Equipment CO 


Lighting 
Arcs—Incandescents—Spots—Floods 


Dimmers 
Reflectors—All Lighting Accessories 


Generators 

Portable—Truck Mounted 

Editing Equipment 
Moviolas—Viewers—Splicers—Rewinders 
Projection Equipment 

16mm & 35mm—Sound & Silent—Slide— Continuous 
Television 


Closed Circuit TV 


FRANK C. ZUCKER 


Cy AMERA CQuipment ©..INC. 


Dept. 


315 West 43rd St., New York 36,N. Y. @ JUdson 6-1420 
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McGowan Productions, Inc. 

915 N. LaBrea, Hollywood 28, Calif.; Old- 
field 4-0711; Dorrell McGowan, pres. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 
b&w; animation, color; package tv film 
shows; export film; rent studios and facilities. 


McNamara Productions, Inc. 

8230 Beverly Blvd., Los Angeles 48, Calif.; 
Webster 5-1205; Don C. McNamara. 
Commercials, syndicated spots and industrial 
films. 


Medallion Tv Enterprises, Inc. 
6000 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6635; John A. Ettlinger, pres. 
Tv live programs, tv film shows; tv film com- 
mercials; soundies; animation, b&w; anima- 
tion, color; package tv live shows; package 
tv film shows; syndicate tv film; export film. 
Branch Offices: 

444 Madison Ave., N. Y. 22; 
4335. 

203 Wabash Ave., Chicago, Ill.; Central 6- 
1805; Beny Barry, Howard Grafman. 
429 E. 14th Ave., Denver 3, Colo.; 
5-4864: J. M. Nercesian. 

8801 N. Bayshore Dr., Miami 38, Fla.; PL 
4-3686; Frank Stone. 


Eldorado 5- 


Tabor 


Melody Ranch Enterprises, Inc. 
6920 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 9-4000; Gene Autry, pres. 

Film spot commercials. 


Meridian Films, Ltd. 
1202 Woodbine Ave., Toronto, Ont.; Oxford 





8-1628; Ralph Foster, pres.; Julian Roffman, 
sec.-treas. & dir. of production; Herbert S. 
Alpbert, C.S.C., dir. of photography. 
Production of theatrical features, industrial, 
business and documentary films and television 
commercials. 


Metrotape, Div. Metropolitan 
Broadcasting Corp. 

205 E. 67th St., N. Y. 21; Lehigh 5-1000: 
Alan E. Ericksen, sls. mgr.; Louis Hicks, 
operations mgr. 

Complete videotape facilities for tv com- 
mercials; also complete 16mm kinescope fa- 
cilities. 


MGM-TV Commercial Div. 

MGM Studios, Culver City, Calif.; Bill Gibbs, 
dir. commercial & industrial film dept. 
Branch Offices: 

New York; Judson 2-2000; Jack Bower and 
Phil Frank. 

Chicago; Wabash 2-6500; Bob McNear. 
Los Angeles; Texas 0-3311; Bob Fierman. 


Milner Fenwick Inc. 

3800 Liberty Heights Ave., Baltimore 15, 
Md.; Mohawk 4-4221; Liberty 2-7147; Ervin 
M. Milner, pres.; Robert Fenwick, vp prod.; 
Hoby Wolf, vp sls.; Gary Hughes, art dir. 
Commercials, syndicated spots and industrial 
films. 

Branch Office: 

517 Victor Bldg., 714 - 9th St., N. W., Wash- 
ington, D. C.; Ed Hopper, dist. mgr. 


Minot Tv, Inc. 


120 E. 56th St. N. Y. 22; Plaza 1-5090; 





TelevisionAge 


reaches more 


agency executives 


than any publication 
in the field 
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Charles M. Amory, pres.; Richard B. Mor . 
Dave Schooler, Al Garvin, Louis Cafiero. 7 


Mode-Art Pictures, Inc. 

1022 Forbes Ave., Pittsburgh 19, Pa.; 
1-1846; James L. Baker, pres.; Robert 
Stone, exec. vp; Florence E. Baker, 
treas.; H. John Kemerer, vp; August 
Borgen, vp. 

Complete facilities for production of 
commercials, 16/35mm color and black 
white; 35mm magnetic and optical s¢ 
recording. 

Branch Office: 

6063 Sunset Blvd., Hollywood 28, 
Hollywood 3-4183; Frederick K. Rockets 


west-coast representative. 


Moran Film Co. 

P. O. Box 808, Phoenix, Ariz.; Alpine 4133 
George A. Moran, pres. 

Tv commercials in color and black & white, 
Branch Office: 

General Service Studios, 1040 Las P 
Hollywood, Calif.; Hollywood 7-0380; Geo 
A. Moran, pres. 


Dwight Morris Productions 

1611 S. Boston, Tulsa 19, Okla.; Di 346498 
Dwight Morris, exec. prod.; Ivah Morris, sea 
treas. 

Commercial, syndicated spots and industri 
films. 


Motion Pictures for Industry 
2543 Kelton Ave., Los Angeles 64, Calif.; 
0-4757; Harry O. Hoyt, pres.; Kenneth 
Hodges, prod.; Frank Rathbun, 
mgr.; Merrill Cantrell, treas. 
Create & film tv, 
dramatic shows. 


Moulin Studios 

181 Second St., San Francisco 5, if.s 
Yukon 6-4224; Raymond M. Moulin, pres. 
Tv film shows; tv film commercials; soundiesy 
educational shorts; industrial shorts; religi¢ 
films; animation, b&w; animation, color 
music effects; syndicate sound-effects libraryy 
rent studios facilities; sound or laboratory 


exec. 


produce industrial 


facilities and services. 


Movietone News, Inc. 

460 West 54th St., New York, N. Y.; Colum 
bus 5-7200; W. C. Michel, pres.; Edmund 
Reek, vp and prod.; Frank Barry, asst. @ 
prod. 

Producer of newsreels, 
stock footage library. 


MPA-Tv Film Productions, Inc., sub- 
sidiary of Motion Picture Advertis- 
ing Service Co., Inc. 

1032 Carondelet St., New Orleans, La.; Ja 


film 


commercials; 





LANGLOIS 
Filmuasic Inc. 


1755 Broadway 
New York City 
JUdson 6-5705 


Holly wood Paris Toronto 














TO THE MAN WITH THE KNITTED BROW... 
... AND KNOTTED STOMACH 





Don’t Fret! Your client’s film commercial is sure to click... 
because you had the foresight to place it in the competent 

care of MGM-TV...and our experienced commercial 
production staff has the creative approach that will give 

your commercials fresh and imaginative “‘sell’’. 


MGM-> 


BILL GIBBS, 
Director of Commercial 
and Industrial Films 


LOS ANGELES: Bob Fierman, UP 0-3311 © SAN FRANCISCO: PR 5-1613 
NEW YORK: Jack Bower, Phil Frank, JU 2-2000 * CHICAGO: Bob McNear, FI 6-8477 








5-2253; C. J. Mabry, pres.; A. C. Doskey Jr., 
vp; R. W. Dyer, prod. mar. 

Film commercials for television and theatres; 
35mm and 16mm b&w and color. 


MPO Television Films, Inc. 

15 E. 53rd St., N. Y. 22; Murray Hill 8-7830; 
Judd L. Pollack, pres.; Marvin Rothenberg, 
vp, prod.-dir.; Arnold Kaiser, sec.-treas.; 
Gerald Hirschfeld, vp, dir. of photography; 
Gerald Kleppel, vp, supervisor of editing 
services. 

Branch Office: 

4024 Radford Ave., c/o Republic Studios, N. 
Hollywood, Calif.; Poplar 9-0326; Mel Dellar, 
west-coast producer-director. 


Owen Murphy Productions, Inc. 
723 Seventh Ave., N. Y. 19; Plaza 7-8144; 
Owen Murphy, pres.; Paul Cohen, vp & prod. 
mgr.; Eric Lawrence, editorial supervisor. 
Commercials, syndicated spots and industrial 
films. 


Nassour Studios, Inc. 

8460 W. Third St., Los Angeles 48, Calif.; 
Oliver 3-0400; William & Edward Nassour. 
Tv film shows; tv film commercials; industrial 
shorts; package tv film shows; syndicate tv 
film; import film. 


National Programming Service 
4614 Norton Lane, Columbus 13, Ohio; 
Exeter 3775; Jerri Fredritz. 

Commercials, syndicated spots and industrial 
films. 


National Screen Service Corp., 


Television & Industrial Films Div. 
509 Madison Ave., N. Y. 22; Circle 6-5700; 


ee 


MAURICE SAM MAX LEVY 


( Zasterm Effects, Ine. 


NEW YORK 19, N. Y. 


333 WEST 52nd STREET 
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Robert L. Gruen, vp; William S. Kent, sis. 
dir.; Harry Semels, prod. mgr.; Carl A. Car- 
bone, prod. dir.; Tom Golden, animation dir.; 
Jack Schertz, prod. ass’t.; Irving Weiner, tv 
film editor. 

Producer of advertising, promotion and com- 
mercial films. 

Studios: 1600 Broadway, N. Y. 19. 

7026 Santa Monica Blvd., Hollywood 38, 
Calif.; Gl 3136; Lou Harris. 

Nascreno House, Soho Square, London, Eng.; 
Antony Haynes. 


National Studios 

42 W. 48th St., N. Y. 36; Judson 2-1926; H. 
A. Rosenberg, pres. 

Slides and balops (telops); slide film com- 
mercials, 


National Telefilm Associates, Inc. 
10 Columbus Circle, New York 19; Judson 
2-7300; Ely A. Landau, chmn. bd.; Oliver A. 
Unger, exec. vp; Edythe Rein, sr. vp.; H. I. 
Bucher, sec.; Alan May, vp & treas.; David 
J. Melamed, vp, adm.; Lester Krugman, vp 
adv., pub. rel., res.; Samuel P. Norton, vp 
legal & bus. aff.; E. Jonny Graff, vp midwest 
ops.; George K. Gould, vp tv facilities; 
Berne Tabakin, vp western ops.; Burton 
Lippman, cont.; Lawrence Peters, asst. sec. 
Television programs and features for na- 
tional, regional and local sponsorship. 


Branch Offices: 


612 N. Michigan Ave., Chicago, Ill.; E. Jonny 
Graff, vp midwest ops. 

250 N. Canon Dr., Beverly Hills, Calif.; 
Berne Tabakin, vp. w. coast ops. 

Statler Office Bldg., Boston, Mass.; Nicholas 
Russo, exec. in chg. 

2605 Sterick Bldg., Memphis, Tenn.; Charles 


ART TO FILM. . . finest and fastest 


Eastern Engineered Effects 


is a complete producers 
aid service designed to 
solve your optical 
problems with highest 
quality and speed. 


Cl 5-5280 





Commercials and syndicated spots. 


| 713 Penn Ave., Pittsburgh 22, Pa.; Gr 1-5414; 





| Commercials, syndicated spots and industrial 
| films. 


| K. Gould, pres.; Al Markim, dir. of prod.; 









Britt, exec. in chg. 
1011 Currie Ave. N., Minneapolis, Mj 
Gerald Corwin, exec. in chg. 
1401 Peachtree St., N. W., Atlanta, 
Hank Luhrman, exec. in chg. 3 
1408 Fidelity Union Life Bldg., Dallas, Tex; 
Roy George, exec. in chg. 

235 Montgomery St., San Francisco, Calif 
Robert Lang, exec. in chg. 

5525 Upper Lachine Rd., Montreal, Que.; ¥ 
Vaillancourt, exec. in chg. 

175 Bloor St., E. Toronto, Ont.; David Gries 
dorf, exec. in chg: 4 
109 Jermyn St., London, Eng.; Vernon Burns, 
exec. in chg. ; 
21, Avenue Kleber, Paris, France; Leo Lay 
exec. in chg. 

Via Degli Scialdia 18, Rome, Italy; Silvie 
Mattatia, Filippo Ottavi, execs. in chg. 
Theatinerstrasse 24, Munich, Germany; Aler 
ander Badal, exec. in chg. 
















NBC Telesales 

30 Rockefeller Plaza, N. Y.; Circle 7-830) 
ex. 4008; James G. Hergen, dir. 
Production facilities and service for Tele 
Taping commercials. :* 









Stanley Neal Productions, Inc. 
475 Fifth Ave., N. Y. 17; Murray Hill 3-639; 
Donald J. Lane, pres. 

Commercials, syndicated spots and industrial 
films. 

Branch Offices: 

869 N. Dearborn, Chicago, Ill.; Whitehall 
3-3470; John Newell. 

1277 N. Clark St., Hollywood, Calif.; Crest 
view 6-8865; Soby Martin. 












Ted Nemeth Studios 
729 Seventh Ave., N. Y. 19; Circle 55147; 
Ted Nemeth. 


Newman-Schmidt Studios 


H. W. Schmidt, o. 
Producer of industrials and commercials, 




















Fred A. Niles Productions, Inc. 
1058 W. Washington Blvd., Chicago 7, Ml; 
Seeley 8-4181; Fred A. Niles, pres.; Herschel 
G. Lewis, vp ind. flm. div.; Edward W 
Rinker, vp sls.; Ruth L. Ratny, vp, creatin 
dir.; William E. Harder, studio mgr.; M 
Paull, art dir., anima.; Norman Lasko, @ 
dir., mechan.; Edward E. Katz, cont. 
Tv commercials, live and animated; i 
try film programs including sales and 
uct training, consumer education, publi¢ 
lations, corporate image; closed-circuit 
convention shows, live and film; public 
tions films for tv and non-theatrical di 
tion; slidefilms; syndicated tv comme 
Branch Office: 

5539 Sunset Blvd., Hollywood 28, 
Hollywood 3-8154; Lionel Grover, prod. 


John Norman Productions 
P. O. Box 1304, Palm Springs, Calif.; 712% 
John Norman, gen. mgr. . 


Branch Office: 
6414 Brookside, Houston, Tex.; Walnut & 
1452; Charles Schmidt, gen. mgr. 


NTA Telestudios, Inc. 
1481 Broadway, N. Y. 36; Lo 3-1122; George 

















'~ THE CRITICS APPLAUD 
~~ THE COMMERCIALS!!! 


The commercial appeals 
in behalf of Pontiac were 


presented in tasteful and 
witty style. Sir Cedric’s austere demonstra- 
tion of the sponsor's pride, with the incon- 
Griee ") gruous assistance of a clown (Emmett 
Kelly), proved that somewhere on sombre 






Burns aS 
“ = Madison Avenue a bright flame of origi- 
ole = naiity still burns. 


Silvie Sank THE NEW YORK TIMES March 25, 1959 
; ' One of the surprise features of.this show was 
the caliber of the commercials. Both were 
cleverly written and ably executed. 

7.8300, ae VARIETY March 4, 1959 
- Pontiac has been getting off some highly 











r Tele - . 
entertaining commercials ...reached a new 
a! ' high with Mike Nichols-Elaine May soap 
3.639%; opera. THE POST January 26, 1959 
heal In past “Pontiac Star Parades” the commer- 
cials have come dangerously close to steal- 
vind ing the show. Last night it happened .. . 
great fun. 
; Co Among the cleverest, wittiest, brightest 
commercials ever seen . . . an imaginative 
5.514%; > intelligent approach is like a breath of fresh 
air. NEWSDAY March 25, 1959 
... Slick presentable commercials . ... 
: DAILY NEWS March 25, 1959 
1.5414; : . : , 
» ...one heartening trend this season is the 
us. increasing use of humour . . . going to the 
top of the class in one all-important cate- 
gory —the automobile industry —is Pontiac. 





JACK GOULD, THE NEW YORK TIMES 
April 5, 1959 


The offbeat and amusing commercials for 
Pontiac were outstanding (as Pontiac com- 
mercials always are) and the persons respon- 


sible should be given 
credit. 

SAN FRANCISCO CHRONICLE 
March 3, 1959 

PONTIAC COMMERCIALS 


PRODUCED FOR MACMANUS, JOHN & ADAMS 
by: 








NATIONAL SCREEN SERVICE 
TELEVISION & INDUSTRIAL FILM DIVISION 
NEW YORK: 509 Madison Avenue - Ci 6-5700 
CHICAGO: 1307 S. Wabash Avenue 
HOLLYWOOD: 7026 Santa Monica Blvd. 


if prod.; 




















Memo 


TV DIRECTOR 
JACK 


From: 
To: 

















mie 


“=. WONDER IF THIS TV 
ANIMATED SPoT IS ANY 
GOOD ? iT MUST BE.... 








King Horton, sls. mgr. 


Living tape commercials and shows. 


On Film, Inc. 

33 Witherspoon St., Princeton, N. J.; Walnut 
1-7800; F. E. Johnston Jr., treas.; Robert 
Bell, pres.; William Riley, exec. vp. 
Commercials, industrial films and syndicated 
spots. 

Branch Offices: 

315 E. 55th St., N. Y.; Plaza 9-2330; Gus 
Eisenmann, exec. prod.; John Thompson, 
Mortimor Flohr, Morton Schaps. 

Superior Bldg., E. 9th and Superior, Cleve- 
land, O.; Cherry 1-6393; Allan Riley. 


Sam Orleans & Assoc., Inc. 
211 W. Cumberland Ave., Knoxville, Tenn.; 


| 3-8098; Sam Orleans, pres. 


Film spot commercials; industrial & educa- 


| tional films. 


Branch Office: 
550 Fifth Ave., N. Y.; Plaza 7-3638. 


| John Ott Pictures, Inc. 


PANTOMIME P \CTURES 


MADE iT“ 


PANTOMIME PICTURES, INC. | 


2221 W. Olive, Burbank, Calif. 
THornwall 2-1147 
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85 Hibbard Road, Winnetka, Il].; Wi 6-5126; 
John Ott, pres. 

Producer of commercials and industrial films; 
time-lapse photography. 


Del Owen Productions 

333 N. Michigan Ave., Chicago 1, Ill.; Frank- 
lin 2-4811; Del Owen, pres. 

Filmed commercials—complete service origi- 
nation—production—jingles. 


Harry Owens Television Productions 
6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O’Donnell, vp. 

Tv film shows; tv film commercials; indus- 
trial shorts. 


Packaged Programs, Inc. 

634 Penn Ave., Pittsburgh 22, Pa.; Grant 
1-4756; M. E. Fierst, gen. mgr. 

Tv commercials, industrial films and news in 
16mm & 35mm. 


Pantomime Pictures 

2221 W. Olive, Burbank, Calif.; Thornwall 
2-1147; Fred Crippen, pres.; John Marshall, 
vp; Dick Reed, mgr. 

Animated tv commercials; animated.tv en- 
tertainment films; live action tv commerciais; 
film titles. 


Paragon Pictures, Inc. 


2540 Eastwood Ave., Evanston, IIl.; Davis 


| 8-5900 & Briargate 4-3711; Robert Laughlin, 


pres. 
Commercials, syndicated spots and industrial 
films. 


Paramount Television Productions, 
Inc. 

1501 Broadway, N. Y. 36; Bryant 9-8700; 
Paul Raibourn, pres. 

Tv live programs; tv film shows; live commer- 
cials; tv film commercials; industrial shorts; 
animation, b&w; animation, color; export 
film; rent studios & facilities. 

Branch Office: 

5800 Sunset Blvd., Hollywood, Calif.; Holly- 
wood 9-6363; James Schulke, vp. 


Lindsley Parsons Productions, Inc. 
3459 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 9-3641; Lindsley Parsons, pres. 


Pathescope Co. of America, Inc. 
10 Columbus Circle, N. Y. 19; Plaza 7-5200; 


Edward J. Lamm, pres.; David H. Lion, exee, 
producer; James Pierce, prod. mgr. 
Complete planning & production of tv com. 
mercials. Produce industrial and educational 
motion pictures and filmstrips. 

Branch Office: 

Studio: 21-29 45th Rd., L. I. C., N. Y.; Plazg 
7-5200; John K. Ball, studio mgr. 


Ray Patin Productions 

6650 Sunset Blvd., Los Angeles 28, Calif.; Ho 
2-1147; Ray Patin, pres.; Gus Jekel, vp; Kay 
Himes, sec.-treas. 

Complete studio for animated or live action 
productions. 


Pelican Films, Inc. 

46 W. 46th St., N. Y. 36; Circle 6-175]; 
Thomas J. Dunford, pres.; Arthur J. Zander, 
vp; Eli Feldman, vp (sls.). 

Production of animated and live action ty 
commercials, public relations and sales pro. 
motion films. 


Tony Petri Studios 

144 Westminster St., Providence 3, Rhode 
Island; Gaspee 1-9242; Tony Petri, pres.; 
Ernest K. Strauss, production mgr. 

B&w, color, live & narration sound, sound 
stage. 


R. A. Pheelan Productions 

113 West 57th St., N. Y. 19; Circle 6-1626; 
R. A. Pheelan, producer. 

Producer of public-relations and educational 
films and commercials. 


Photo-Art Commercial Studios 
420 S. W. Washington St., Portland 4, Ore.; 
Ca 7-5411; Claude F. Palmer, pres.; S. W. 
Vernon, vp; Lewis Cook, technel. dir.; David 
Baird, chf. cameraman. 

Complete facilities for commercial produc- 
tion: sound stage, single and double system, 
animation, 16 x 35mm cameras, tv slides, all 
still services. 


Photo Arts Productions, Inc. 
2330 Market St., Philadelphia 3, Pa.; Ri 
6-3696; Walter E. Dombrow. 

Commercials, syndicated spots and industrial 


films. 


Pilot Productions, Inc. 

1819-23 Ridge Ave., Evanston, Ill.; Am 2 
4141; C. Robert Isley, pres.; Robert L 
Dedrick, vp-prod.; C. Don Sheldron, treas.; 
Arthur Boroughf, sec. & gen. counsel ; Connie 
A. Anderson, asst. sec. 

Commercials, slides, sound slidefilms and in 
dustrials. 


Pintoff Productions, Inc. 

64 E. 55th St., N. Y. 22; Eldorado 5-143]; 
Ernest Pintoff, pres.: Jose di Donato, up 
client serv.; Arnold Stone, prod. chief; Rob- 
ert Heath, special effects; Henry Knaup, 
client contact; Joanne Llewellyn, bus. mgr. 
Animated and live-action tv commercials, in- 
dustrials and theatricals, featuring “first 
generation process.” 

Branch Office: 

1515 Crossroads of the World, Hollywood, 
Calif., Jim Hiltz, mgr. 


Pix Enterprises 

12148 Hillslope St., Studio City, Calif; 
Poplar 2-9173; George Grenville, production 
supervisor. 

Tv film commercials, industrial and docu- 
mentary films, black and white & color 16 and 
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35mm sound or silent. 


Playhouse Pictures 

1401 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 5-2193; Adrian Woolery, pres.; 
Bill Melendez, sup. dir.; Al Halderson, bus. 
mgr.; George Woolery, pub. rel. dir. 
Animation specialists in tv commercials, busi- 
ness and entertainment films. Complete studio 
personnel and facilities for the production 
of animated films from creative story through 
camera. 

Branch Office: 

360 N. Michigan Ave., Chicago 1, Ill.; State 
2.3686; Peter Del Negro, sis. dir. 


Jules Power Productions, Inc. 

228 N. LaSalle St., Chicago 1, Ill.; Andover 
3-1422; H. Rothbart, office mgr. 

Tv live programs; live commercials; package 
tv live shows; film commercials. 

Branch Office: 

35 W. 53rd St., N. Y. 19; Circle 5-3260; Jules 
Power, pres. 


Premier Film and Recording Corp. 
3033 Locust St., St. Louis 3, Mo.; Jefferson 
1-3555; Theodore P. Desloge, pres. & exec. 
producer; Wilson Dalzell, vp & gen. mar. 
Complete production facilities for motion pic- 
tures, tv commercials, sound recordings— 
sound stages, recording studios, production, 
scripting, editing, etc. 


Princeton Television Center, Inc. 
252 Nassau St., Princeton, N. J.; Princeton 
1-3550, Ann Hogarty. 

Commercials and syndicated spots. 


Branch Office: 
1456 N. Bronson Ave., Hollywood 28, Calif.; 
Hollywood 2-6282; Gordon Knox. 


Productions for Television, Inc. 
625 Madison Ave., N. Y. 22; Templeton 8- 
7100; Jeanne Harrison, exec. prod. tv & 
radio; Sanford Semel, producer-dir.; Van 
Halbreich, prod. ass’t; Morris Cohen, com- 
mercial supervisor. 

Producer of commercials. 


Project-O-Fex, Inc. 

535 Fifth Ave., N. Y. 17; Murray Hill 7-1881; 
Paul F. Adler, pres. 

Animation for tv spots and industrial equip- 
ment; 16 x 35mm. Rear screen projection 
(job can be seen complete before filming). 
Specialize in videotape animations and live tv. 


Q.E.D. Productions, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-4291; 
Robert Baron. 

Films spot commercials; industrials; sales 
and tourist promotion films (lease or loan). 


Quartet Films, Inc. 

5631 Hollywood Blvd., Los Angeles 28; 
Hollywood 4-9225; Art Babbitt, pres.; Arnold 
Gillespie, vp, treas.; Stan Walsh, vp, sec.; 
Leslie A. Goldman, vp chg. production. 


Complete production services, story, design, 


direction, animation, recording, live action, 


editing, etc., for motion picture cartoons and 
live action for tv commercials and films for 
public information and industry. 





the right pitch is to ani-live film editing service 
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Quintet Productions, Inc. 

15 W. 44th St., N. Y. 36; Murray Hill 7-50]). 
Tv film shows; tv film commercials; package 
tv live shows. 

Branch Offices: 

6052 Sunset Blvd., Hollywood, Calif.; Holly. 
wood 7-8832; Russell Hayden, vp-exec. prod, 
203 N. Wabash Ave., Chicago, Ill; State 
2-2818; Jack Russell, vp. 


Radio Features of America 

37 W. 46th St., N. Y. 36; Judson 2513); 
Oliver W. Nicoll, exec. dir. 

Film spot commercials; live shows. 


Radio Television Arts 

3819 Wilshire Blvd., Los Angeles 5, Calif,; 
Dunkirk 8-1323; Doria Balli, o. 

Tv live programs; tv film shows; live com. 
mercials; tv film commercials; industrial 
shorts; animation, b&w; package ty live 
shows; package tv film shows. 


Rainbow Pictures, Inc. 

1540 Levante Ave., Coral Gables 46, Fla: 
Mohawk 5-3524; Walter Resce, pres.; Ruth 
B. Resce, sec.-treas.; Oscar Barber, prod. mgr. 
Studio facilities; industrials; features; com- 
mercials. 


Rarig Film Productions (A division 
of Rarig Motion Picture Co.) 
5510 University Way, Seattle 5, Wash.; Lake. 
view 2-0707; Max H. Rarig, pres.; Edith A. 
Rarig, vp-treas.; James H. Lawless, prod. 
dir.; Joe F. Nelson, photography dir.; Grace 
Umbarger, art dir. 


45 W. 45th St., N.Y.C. 
Cirele 7-1268 
Bernice Steinberg 
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DANIEL L. FAPP / Desire Under the Elms 
CHARLES LANG, JR. / Separate Tables 
LIONEL LINDON / | Want To Live! 
JOE MAC DONALD / Young Lions 


SAM LEAVITT [The Defiant Unes 





All five nominees for the black and white 
Cinematography Award (the winner included) 
were processed at General Film Laboratories! 


General—where prize-winning work produces 
award-winning results, and where every job 
receives the benefit of our years of experi- 
ence, proficiency and proud attainment. 


Your film deserves the best! 


ise] G E N E RA L FILM LABORATORIES CORP. 


1546 ARGYLE AVE. ¢ HOLLYWOOD 28, CALIFORNIA + HO 2-6171 
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SLIDE MOTION - SLIDE FILMS 





ANIMATED THEATRICALS 





ANIMATION ART SERVICE 


CARLTON REITER ASSOCIATES 


A DIVISION OF GIFFORD ANIMATION 
165 WEST 46TH STREET 
NEW YORK 36, NEW YORK 
CIRCLE 7-3750 
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Complete 16 and 35mm b&w and color 
photography; Westrex sound recording and 
sound stage; editing facilities; television 
commercials; complete filmed productions 
and programs. 


Reid H. Ray Film Industries, Inc. 
2269 Ford Parkway, St. Paul 16, Minn.; Mid- 
way 9-1393; Reid H. Ray, pres.; R. V. Jeffry, 
gen. sls. mgr.; Alice M. Griswold, sec. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 
black and white; animation, color. 
Branch Offices: 

208 S. LaSalle St., Chicago 4, Ill.; Fi 6-0897; 
Frank Balkin, vp. 

438 Washington Bldg., Washington 5, D. C.; 
District 7-8729; Frank Haulicek, eastern sls. 
mgr. 


1627 Main St., Kansas City, Mo.; Harrison 
1-6122; T. R. Cauger, mgr. 

Redlin Productions, Inc. 

10416 Canuga Ave., Chatsworth, Calif.; Dia- 
mond 8-7932. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 


b&w. 


Roland Reed Productions, Inc. 
650 N. Bronson, Hollywood 4, Calif.; Ho 9- 
1628; Roland D. Reed; Arthur Pierson, vp 
chg. prod. 

Creation of ideas, storyboards photographic 
production, animation, full post-production 
and delivery service, also prints. 


Cariton Reiter Assoc. 

(A division of Gifford Animation) 
165 West 46th Street, New York 36, N. Y.;: 
Circle 7-3750. 

Slide motion; slide films; animated theatri- 
cals: technical animation, animated art 
service. 


Rembrandt Films, Inc. 

15 E. 48th St., N. Y. 19; Plaza 8-1024; Wil- 
liam L. Snyder, pres.-o; Joseph C. Bowman 
Jr., special representative. 

Stop-motion puppets commercials and fea- 
tures. 


Republic Television Features 

64 E. Lake St., Chicago 1, Ill.; State 2-0460; 
Capico Kapps, pres.; Joseph Kapps, vp chg. 
sls.; Albert Kapps, prod.; D. Daily, ae. 
Commercials and syndicated spots. 


Robert Yarnall Richie 
Productions, Inc. 

666 Fifth Ave., N. Y. 19; Circle 6-0191; 
Robert Richie, pres. 

Industrials, tv commercials. 


Marion Riddick Productions, Inc. 
1102 Eberhard St., Houston 19, Tex.; Jackson 
4-9653:; Marion Riddick, pres.; D. Pendarvis, 
sec.-treas.; Dougal C. Pope, gen. council & 
tax consultant. 

Live commercials, tv film commercials; edu- 
cational films for teaching; tv talent: tv 
scripts; child tv training & acting; all color. 
Walter A. Rivers & Associates 
125 Hyde St., San Francisco, Calif.; Or 
3-9162; Walter A. Rivers, o. 

Industrial motion-picture productions, tv com- 
mercials. 


Riviera Productions 


6610 Selma Ave., Hollywood 28, Calif.; 


| Hollywood 2-8585; F. W. Zens, exec. prod.; 
| A. W. Stephenson, associate prod.; Al Rud- 


dy, associate prod. 

Complete facilities for production of commer. 
cials for television, as well as industrial, busi. 
ness and commercial color motion pictures, 
Branch Offices: 

566 Birch, Cleveland 32, Ohio; Redwood }. 
6776 (16076); Pat Rancati, eastern repre. 
sentative. 

230 Westmoor Blvd., Brookfield, Wis.; Sunset 
2-8815; Robert Zens, midwest representative. 


RKO-Pathe Division of RKO Tele. 
radio Pictures, Inc. 

1270 Avenue of the Americas, N. Y. 20; Jud. 
son 6-5050; Jay Bonafield, vp. 
Commercials and syndicated spots. 


Hal Roach Studios 

8822 W. Washington Blvd., Culver City, 
Calif.; Texas 0-3361; Vermont 9-231]; Hal 
Roach Jr., pres.; Sidney S. Van Kueren, » 
& gen. mgr.; Jack W. Reynolds, dir. of pred, 
commercial div. 

Commercials, syndicated spots and industrial 
films. 

Branch Offices: 

729 Seventh Ave., N. Y. 19; Frank J. Shes 
dir. of eastern optns., commercial div. 

221 N. LaSalle St., Chicago 1, Ill.; State 2 
6458; James E. Anderson, dir. of midwest 
optns., commercial div. 


Louis De Rochemont Assoc., Inc. 
380 Madison Ave., N. Y. 17; Oxford 7-035), 
Tv film shows; tv film commercials; educa 
tional shorts; industrial shorts; religious 
films; animation, b&w; animation, color; 
package tv film shows; import film. 


Rocket Pictures, Inc. 

6108 Santa Monica Blvd., Hollywood 38, 
Calif.; Ho 7-7131; Dick Westen, pres.; Har 
low Wilcox, vp; Don Bartelli, prod. mgr.; 
Kay Shaffer, sec.-treas. 

Producer of commercials and audio-visual 
aids for business and industry. 


Frederick K. Rockett Co. 

6063 Sunset Blvd., Hollywood 28, Calif.; Ho 
4.3183. 

Tv commercials, syndicated spots and indus 
trial films. 


Richard H. Roffman Associates 
675 West End Ave., N. Y. 25; Riverside % 
3647; Sophie Speiser, chmn.; Richard H. 
Roffman, pres.; Maurice Roffman, vp; Mal 
vina Cohn, vp. 

Tv film commercials. 


Roy Rogers-Frontiers, Inc. 

357 N. Canon Dr., Beverly Hills, Calif; 
Crestview 4-6841; Roy Rogers, pres.; W. 
Arthur Rush, vp. 

Tv film shows; tv film commercials; educa 
tional shorts; industrial shorts; syndicate 
sound-effects library. 


Rolab Studios 

Sandy Hook, Conn.; Garden 6-2466; Henry 
Roger. 

Commercials and syndicated spots. Services 
to producers. 


Roquemore Films 

44 Mt. Vernon Blvd., Hamburg, N. Y.; Fron- 
tier 3876; Everett E. Roquemore, dir. 

Live commercials; tv film commercials; edu- 
cational shorts; industrial shorts; newsreels; 
music and sound-effects library; tape Te 
corders. 























(Advertisement) 
commer- 
7 T , | 
tures, 
wood |. Pa & spol eC itor 
n repre. 
> Sunset 
entative A column sponsored by one of the leading film producers in television 
) Tele. 
00: Jed SARRA 
NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 
er City, 
11; Hal 
eren, op 
of prod, 
dustrial 
J Shea, This 20-second animated spot for Alcoa Wrap can be used by itself or in conjune- 
tion with Alcoa wrapped packages. An original jingle stresses the fact that Alcoa 
State # Wrap seals moisture in or out and seals in freshness and flavor. Created by SARRA 
midwest for AL UMINUM CO. OF AMERICA through KETCHUM, MacLEOD & GROVE, INC. 
SARRA, INC. 
, Inc. New York: 200 East 56th Street 
| 7-0350, Chicago: 16 East Ontario Street 
; educa. 
religious 
, color; 
ood 38, They’re young—they’re modern! This new live action series for O'Keefe Ale, with 
s.; Har a special jingle and narration, points out the fact that young homemakers of today 
1. mah differ in taste as far as sports, home sites, interior decoration and cars are concerned 
— —but all agree on the taste of O’Keefe Ale. Produced by SARRA for O’KEEFE 
BREWING COMPANY LIMITED through COMSTOCK & COMPANY. 
SARRA, INC. 
lif.; Ho New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
d indus- 
tes 
rside 9- Norman Rockwell describes the people of the oil industry as he works on the poster 
1ard Hi. commemorating oil’s one hundredth year. He is one of a series of famous Americans 
p; who participate in this public service series calling visual attention to oil’s contribu- 
Mal- ho particiy in this publi i i lling visual i r I 
tion to the progress of the world. Distinguished commentaries are also made by 
General Alfred M. Gruenther, Donald Douglas, General David Sarnoff, Harvey Fire- 
stone, Frank Pace, Eric Johnston, General Mark Clark and John J. McC loy. 
Calif: Produced by SARRA for AMERICAN PETROLEUM INSTITUTE through SULLI- 
2 VAN, STAUFFER, COLWELL & BAYLES, INC. 
SARRA, INC. 
educa- New York: 200 East 56th Street 
yndicate Chicago: 16 East Ontario Street 
Skillet cookery with your heart in mind is the theme of these new 60-second com- 
Services mercials for Wesson Oil. Simple demonstrations (made smart by matching skillets 
and costumes and high key photography ) emphasize that Wesson Oil cuts down on 
cholesterol, today’s prime suspect in coronary heart disease. Produced by SARRA 
for WESSON OIL & SNOWDRIFT SALES CO. through FITZGERALD ADVER- 
+ Fo TISING AGENCY, INC. 
is: edu SARRA, INC. 
veil New York: 200 East 56th Street 
ape = Chicago: 16 East Ontario Street 
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AUDITION-TESTS 
..» on Film 


Complete 16 mm _ sound-on-film 
motion pictures of your talent 
tryouts. Audition-test several per- 
formers at the same time . . . at 
one LOW COST. 


THE PROVEN, ECONOMICAL WAY 
TO PRE-TEST TALENT 


Audition-tests have been used by 
many of the largest agencies and 
commercial producers, during the 
past nine years, to guarantee selec- 
tion of the right talent for expen- 
sive commercials. (Agency and 
prodacer names on request.) 


Call or write for full details 
and the surprising low rates. 
Serving TV Commercial Producers 
and Advertising Agencies 


DANNY ROUZER STUDIO 
Audition-Tests and Kinescopes 
7022 Melrose Ave. 
Hollywood, Calif. 
WEbster 6-2494 










































COGITATE MAN... 
STURM STUDIOS 
HAS THE SIX 
SMOOTHEST 
OPERATIONS 
AT YOUR 
DISPOSAL; 

LIVE ACTION, 
VIDEO TAPE, 
STOP MOTION, 
ANIMATION, 
ANI-KINS and 
SLIDE FILMS. 
WHY NEUROSE 
WHEN STURM 
WANTS YOU 
TO GO HOME 
TRANQUIL. GIVE 
THEM A CALL. 


RIGHT MAN. 


STURM STUDIOS 49 w. 45st. 
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Cy Roth Productions 
1148 S. Shenandoah St., 
Bradshaw 2-6884; Cy Roth, pres. 


| Tv film shows; tv film commercials; soundies; 


| educational shorts; 





industrial shorts; reli- 
gious films; animation, black & white; anima- 
tion, color. 


Danny Rouzer Studio 

7022 Melrose Ave., Hollywood, Calif.; 
ster 6-2494; Danny Rouzer, o. 
Filmed audition-tests for commercials; kine- 
scopes; publicity newsreels, studio rental. 


Web- 


Hal Rumel 
49 W. Broadway, Salt Lake City, Utah. 


Industrials and commercials. 


Sande and Greene, Inc. 

8400 Sunset Blvd., Hollywood 46, Calif. ; 
field 6-0300; Robert Sande, pres.; 
Greene, vp & sec.; Pat Carson, asst. sec. 
Creative writing and production consultants. 


Old- 


Sarra, Inc. 
200 E. 56th St., N. Y. 22; Murray Hill 8- 
0085; 16 E. Ontario St., Chicago 11, IIL; 


Whitehall 4-5151; Valentino Sarra, pres.: 
Morris D. Behrend, exec. vp & gen. megr.: 
_ Cox, creative dir.; 

» sls. mgr. (N. Y.); 
(Chicago) ; 
(Chicago). 


Robert Foster, 
Marvin Bailey, tv prod. 


mer. 


Saturn Films, Inc. 

1148 S. Shenandoah St., Los 
Calif.; Cy Roth, pres. & prod. 
All film commercials, but no animation serv- 
ices. 


Scope, Inc. 

146 Almeria, Coral Gables, Fla.; Highland 
4-7202; Robert L. Perine, pres.; Michael 
Brown, vp. 

Tv commercials; industrial films; sales train- 
ing films; complete 16mm and 35mm facili- 
ties; coordination services; complete script 
and production depts. 


Screen Gems, Inc. 


| 711 Fifth Ave., N. Y. 22; Plaza 1-4400; Bene- 


dict Berenberg, exec. prod.; Don Hershey, 


| prod.-dir.; Hal Schaffel, bus. mgr. 


| mercials; 


Production facilities, editorial rooms, equip- 
ment and staff, screening room and complete 
planning service. 


Screen-Televideo Productions 
333 S. Beverly Dr., Beverly Hills, 
Crestview 1-6131; Robert Lord. 
Commercials and syndicated spots. 


Calif. ; 


Jack Shafton’s Puppet Masters 
2368 Stanley Hills Drive., Hollywood 46, 
Calif.; Oldfield 4-2350; Jack Shafton, o. 

Tv live programs; tv film shows; live com- 
tv film commercials; educational 


shorts; industrial shorts; special effects; 


sound design; animation via puppets. 


Shamrock Studios 
707 Nicolet Ave., Winter Park, Fla.; 
St. Vincent Pollock, vp 


Robert 


Sharpe-Lewis Productions 
832 N. Lillian Way, Los Angeles 38, Calif.; 
Hollywood 9-9061; Don W. Sharpe, pres. 


Los Angeles 35, 


Larry 


John Henderson 3rd, 


mgr. 


Angeles 35, 


Tv film shows; tv film commercials; package 
tv film shows. 

Branch Office: 

220 Madison Ave., N. Y.; 
5683; Don Sharpe, pres. ; 
vp. 


Signal Productions, Inc. 

6269 Selma Ave., Hollywood 28, Calif.; Holly. 
wood 2-6471; Everett F. Tomlinson, pres, & 
gen. mgr.; Edwin W. Buckalew, up chg. sls, 
Tv film commercials; film editing; ty com. 
mercial creation, live or film; rent studios 
prop storage. 


Al Simon Productions 

General Service Studios, 1040 N. Las Palmas, 
Hollywood 38, Calif.; Ho 4-2141; Al Simon, 
pres.; John Nicolaides, compt. 

Producer of programs and commercials, 


Murray Hill 5. 


Warren Lewis, exec. 


Sixteen Screen Service Co. 

6710 Melrose Ave., Hollywood 38, Calif; 
Webster 9-1491; Homer O’Donnell, o. 

Tv film shows; tv film commercials; educa. 
tional shorts; industrial shorts; animation, 
b&w; animation, color; sound or laboratory 
facilities and services. 


Sleeping Giant Films, Inc. 

3019 Dixwell Ave., Hamden, Conn.; David 
K. Harris, pres.; Anthony Guorino Jr., op & 
treas. 

16mm and 35mm complete production sery- 
ice; animated spots. 


Fletcher Smith Studios, Inc. 

319 E. 44th St., N. Y. 17; Murray Hill 5-9010; 
Fletcher Smith, pres.; Arthur J. Davis, vp; 
Peter Caldera, sec.-treas. 

Industrial films; opticals; projection; tv com- 
mercials; sound recording; sound shooting 
stage; animation; editing. 


Walter Harrison Smith Productions, 
Inc. 

40 E. 40th St, N. Y. 16; 
Walter Harrison Smith, pres.:; 
vp. 

Producer-distributor of industrial and public- 
relations films; commercials. 


Mu_3-5820; 
Elena Smith, 


Snader-Cassyd Studio 

1710 N. LaBrea, Hollywood 46, Calif.; 
ster 9-2345; Syd Cassyd, p. 

Tv film shows; tv film commercials; educa- 
tional shorts; rent studios and facilities. 


Web- 


Sound Masters, Inc. 

165 W. 46th St., N. Y. 36; Plaza 7-6600; 
Francis Carter Wood Jr., pres.; W. French 
Githens, chmn. of bd.; John H. Tobin, ep; 
Stella K. Beenders, treas.; Marian L. Price, 
sec. 

Production of motion pictures for theatrical 
and industrial use; sales public-relations and 
training films; tv subjects and spots; slide 
films, dubbing, recording and re-recording 
services. 


Soundac Productions, Inc. 

2133 N. W. 11th Ave., Miami 37, Fla.; Frank- 
lin 4-2655; Robert D. Buchanan, pres. & 
gen. mgr.; Jack Schleh, prod. mgr.; Bob 
Biddlecom, tech. dir.; Fran Noack, art dir. 
Animated and live-action 16mm photography; 
complete sound recording facilities; produce 
film commercials, business films, and ani 
mated syndicated services and cartoon pack- 
ages. 
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Southwest Film Laboratory, Inc. 
Southwest Film Center, Dallas 11, Tex.; 
Whitehall 6-2184; Jack A. Hopper, vp; Nor- 
man Naill, prod. serv. mgr. 

Commercials, syndicated spots and industrial 


films. 


Southwest Film Productions, Inc. 
5301 S. Post Oak Road, Houston, Tex.; Ma 
681; mailing address: P. O. Box 183, Bell- 
aire, Tex.; John Paul Goodwin, pres. 

Producer of industrial films and commercials. 


Spotlite News, Inc. 

607 N. La Brea Ave., Los Angeles 36, Calif. ; 
Webster 8-2191; Marcia J. Walker, pres.:; 
Joseph J. La Barbera, vp; John C. Court- 
land, prod. sup. 

Film and editorial facilities; tv commercials 
and tv newsreel productions. 

Branch Office: 

60 W. 46th St., N. Y. 36; Circle 5-0770; Ben 


Greenberg, vp. 


Stanley-Marshall Tv Productions 
1454 Peerless Place, Los Angeles 35, Calif.; 
Cr 4-5279; John Jay Franklin, producer. 
Produce tv commercials. 

Branch Office: 

Foreign Rep. Cavalcade Pictures, Santa 
Monica Blvd., Los Angeles, Calif.; O] 4-4144. 


Stars, Inc. 

123 N. Poplar St., Charlotte, N. C.; Ed 3- 
6151; T. D. Kemp Jr., pres. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; package tv 
live shows. 


Wayne Steffner Productions 

6223 Selma Ave., Hollywood 28, Calif.; Holly- 
wood 3-4173; Everett F. Tomlinson, pres.; 
Edwin W. Buckalew, vp chg. sls. 

Tv live programs; tv film shows; live com- 
mercials; educational shorts; industrial 
shorts; package tv live shows; package tv 
film shows; rent studios and facilities. 


Mark Stevens Tv Co. 

9134 Sunset Blvd., Los Angeles 46, Calif.; 
Crestview 4-8321; Mark Stevens, exec. prod. 
Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; newsreels; anima- 
tion, b&w; animation, color; export film; 
import film. 


Stockdale & Co. 

729 W. 6th St., Salt Lake City 4, Utah; Elgin 
55511; C. L. Stockdale, pres. & o. 

Tv commercial films, industrials, 16mm and 
35mm. 


Storyboard, Inc. 

10 W. 74 St., N. Y. 23; Tr 3-7207; John 
Hubley, pres. 

Animation and live-film production. 


John G. Stratford Film Corp. 

7 Central Park W., Rm. 233, N. Y. 23; Jud- 
son 6-7390; John G. Stratford, pres. 

Tv film commercials; educational shorts; in- 
dustrial shorts; animation, b&w; package tv 
film shows; import film. 


Jack Strausberg Productions 

919 N. Michigan Ave., Chicago 11, IIL; 
Whitehall 4-3941; Jack Strausberg, pres. 
Commercials and syndicated spots. 


Wilbur Streech Productions, Inc. 
135 W. 52nd St., N. Y. 19; Judson 2-3816; 


Wilbur J. Streech, pres.; John Hazard, assoc. 
producer. 

Live-action, stop-motion, animation for tv 
commercials and industrial films; storyboard 
creation and musical jingle production. 


Studio City Television Productions, 
Inc. 

4020 Carpenter St., N. Hollywood, Calif.; 
Poplar 3-8807; Morton W. Scott. 
Commercials and syndicated spots. 


Sturgis-Grant Productions, Inc. 
322 E. 44th St., N. Y. 17; Murray Hill 9-4994; 
Warren Sturgis, pres.; Benedict Magnes, vp 
& gen. mgr.; Sidney Milstein, vp chg. prod.; 
A. E. Snowden, sec.-treas.; Richard A. Kent, 
spec. asst. to pres. 

Sound stage, 35mm and 16mm cameras, full 
art dept., animation camera, special-effects 
cameras, recording facilities, script-writing 
staff, storyboards. 


Bill Sturm Studios, Inc. 

49 W. 45th St., N. Y. 36; Judson 6-1650; 
William A. Sturm, pres. & stop motion dir.; 
Orestes Calpini, sec. & creat. dir.; Albert D. 
Hecht, treas., exec. prod. & sls.; Don Mce- 
Cormick, vp, dir. studio operations; Nicholas 
D. Newton, vp sls.; Kenneth Walker, anima. 
dir.; Jacques DuFour, head designer. 
Producers of live action, animation and stop 
motion films for tv and industry. 


Sun Dial Films, Inc. 

341 E. 43rd St., N. Y. 17; Murray Hill 6- 
2046-7; Samuel A. Datlowe, pres. 
Commercials, syndicated spots and industrial 
films. 


John Sutherland Productions, Inc. 
201 N. Occidental Blvd., Los Angeles 26, 
Calif.; Dunkirk 8-5121; John Sutherland, 
pres.; Charles Bordwell, vp. 

Animation and live action. 

Branch Office: 

136 E. 55th St., N. Y. 22; Plaza 5-1875. 


Suzari Marionettes 

119 E. 17th St., N. Y. 3; Gramercy 3-6699; 
Dorothy Zaconick, dir. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; religious films; 
package tv live shows; package tv film shows. 
Branch Office: 

830 Regent Dr., Westbury, L. I.; Edgewood 
4-1481; Ruth Waxman, p. 


Robert Swanson Productions 

689 Fifth Ave., N. Y.; Murray Hil] 8-4355; 
Robert Swanson, pres.; Rolf Johnson, sls. 
Creation of musical commercials for tv and 
radio in all phases. 


Swanstrom Productions 

7657 Melrose Ave., Hollywood 46, Calif.; We 
5-8680; Carl Swanstrom, o. 

Producer of industrials and commercials. 


Swift-Chaplin Productions, Inc. 
1136 N. Highland Ave., Hollywood 38, Calif.; 
Charles Chaplin, pres.; Howard Swift, exec. 
vp; Harry Hinkle, sec.-treas.; Miles E. Pike, 
vp. 

Commercials and syndicated spots. 


TCF Television Productions, Inc. 
1417 N. Western Ave., Hollywood 27, Calif.; 
Ho 2-6231; Martin Manulis, exec. hd.; Lew 


Schreiber, vp; Irving Asher, vp sls.; John 
Beck, bus. exec.; Herbert Swope, producer 
and/or exec. producer; Dominick Dunne, 
producer; Peter Nelson, story and research 
asst.; Nat Perrin, producer; Alan Armer, 
producer. 

Film series and commercials; studio rental 
service. 


Teaching Aids Service, Inc. 

31 Union Square W., N. Y. 3; Watkins 9- 
3635; Miss Gertrude Jacobs, pres. 

Tv film commercials, soundies; educational 
shorts; industrial shorts; animation, b&w; 
animation, color; tv scripts; export film; im- 
port film; rent studios & facilities, sound or 
laboratory facilities & services. 


Technical Animations, Inc. 

19 South St., Port Washington, N. Y.; Po 
7-3153; Stanley L. Schwartz, pres. 

Custom prepared Technamations for film 
animations. 


Technisonic Studios, Inc. 

1201 Brentwood Blvd., St. Louis 17, Mo.; 
Parkview 7-1055; Charles E. Harrison, pres. ; 
Edward H. Canter, vp; Lila H. Fritschle, 
sec.; Annette M. Harrison, treas. 

16/35mm commercial film-sound studios. 


Tel Ra Productions 

1518 Walnut St., Philadelphia 2, Pa.; Kings- 
ley 6-4140; Wallace Orr, pres.; “Bosh” 
Pritchard, vp sls. 

Commercial and syndicated spots. 


Telamerica 
527 Madison Ave., New York 22, N. Y.; 


Robert Swanson 


Productions, Inc. 
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choose 
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689 Fifth Avenue 


| New York, N. Y. 


MUrray Hill 8-4355 
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TELEVISION COMMERCIALS INC. 


PARAMOUNT-SUNSET STUDIOS 
HOLLYWOOD 28. CALIFORNIA 
CHICAGO SALES OFFICE: DICK LEWIS 
e 360 N. MICHIGAN AVE, ° 
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Eldorado 5-1422; John Whitaker, pres.; Ed- 
mund Tate, producer; Jack Birch, ae. 
Producer of industrial and commercials; dis- 
tributor of prints to stations. 


Telecine Film Studios, Inc. 

100 S. Northwest Highway, Park Ridge, IIl.; 
Ta 3-1418; Byron L. Friend, pres. 

Tv commercials, tv programs, color and b&w, 
studio or location. 


Telefilm, Inc. 

6039 Hollywood Blvd., Hollywood 28, Calif.; 
Hollywood 9-7205; J. A. Thomas, pres. 

Tv film commercials; industrial motion pic- 
tures; animation, b&w; animation, special 
effects, titles, slides, color; music library; 
sound effects library; rental stage; process 
film; complete 16mm motion picture techni- 
cal services. 


Telemat 

433 S. Fairfax Ave., Los Angeles 36, Calif.; 
Webster 3-5731; Alan Wise & partner; Sid- 
ney V. Freeman, gen. sls. mgr. 

Library service of animated cartoon commer- 
cials which may be adapted by stations for 
local accounts, Also, custom film commercials 
both live and animated. 


Telemated 

70 E. 45th St., N. Y. 17; 
S. S. Taffet, prod.-dir. 
Production of tv commercials, industrial & 
training films, filmographs. Animation and 
live action. 


Murray Hill 6-8933; 


Telenews Film Corp. 

630 Ninth Ave., N. Y. 36; Judson 6-2450; 
Norman S. Livingston. 

Commercials and syndicated spots. 


Telepix Corp. 

1515 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 4-7391; Robert P. Newman, pres. ; 
Pat Shields, prod. mgr. 

Tv film 


vommercials ; 


commercials; tv film 
industrial 
color; 


shows; live 
educational shorts; 
animation, b&w; animation, 
music effects; tv talent; syndicate sound- 
effects library; rent studios & facilities; sound 
or laboratory facilities & services. 

Branch Offices: 

925 Harrison St., San Francisco, Calif. 
6620 Diversey, Chicago 35, Ill.; Tu 9-6636; 
Stanley F. Anderson; Jack A. Boston. 
Foreign Office: 


London, England. 


shorts; 


Telescene Film Productions Co. 
287 Tenth Ave., N. Y. 1; Chickering 4-0122; 
Robert D. Tobias, o. 





TELEMATED 
MOTION PICTURES 


ANIMATION AND LIVE ACTION 
SELLING ACTIVATED 
AUDIENCES EDUCATED 
CLIENTS MUCH ELATED 
SEE TELEMATED- 


TELEMATED 
MOTION PICTURES 


MURRAY HILL 6-8933 





| 70 EAST 45 STREET, N. Y. 





Tv producer and distributor of syndicated 
programs. 


Television Commercials Inc. 
Paramount-Sunset Studios, 1456 N. Bronson 
Ave., Hollywood 28, Calif.; Hollywood 2-6282: 
Harry W. Loud, pres.; Buzz Ellsworth, exec. 
prod, 

Tv commercials: industrial films; animation; 
videotape commercials and production: § 
sound stages; casting: technical dept.; optic 
cal and special effects: art dept.: editorial 
dept.; mattes; 

music; location. 
Branch Office: 
360 N. Michigan Ave., Chicago 1, IIL; Ram 
dolph 6-4511; Dick Lewis, midwest sls. mgr 


inserts; animation; sound: 


Television Graphics, Inc. 

369 Lexington Ave., N. Y. 17; Murray Hill 
6-5255; Bernard Rubin; Lee Blair. 
Commercials, 


animated and live. 


Television Screen Productions, Inc. 
17 E. 45th St., N. Y. 17; Murray Hill 28877; 
Charles J. Basch Jr., pres.; Frances Scott, 
vp & sec.; Clarence Schmidt, treas. 

Tv commercials, film programs, industrial & 
training films—black & white, or color; 35mm 
or 16mm; animation or live talent. 


Termini Video Tape Services, Inc. 
1440 Broadway, N. Y. 18; Pennsylvania 6 
6323: Anthony Termini, pres. 
Full videotape facilities and mobile video- 
tape unit for programming any- 
where in the United States. 


location 


Terrytoons, a division of CBS Films, 
Inc. 

38 Centre Ave., New Rochelle, New York; 
New Rochelle 2-3466; William M. Weiss, op 
& gen. mgr.; Frank Schudde, prod. mgr. 
Production of animated theatrical shorts; 
television programs and commercials. 
Sales Office: 

485 Madison Ave., N. Y.: Plaza 1-2345; John 
J. Heffernan, sls. mgr. 


Theodore Productions, Inc. 

730 Fifth Ave., N. Y. 19; Judson 6-4312; Rex 
Marshall, pres.; George F. Foley, vp; Patricia 
L. Perkins, sec. 

Commercials, syndicated spots and industrial 
films. 


Toddy Pictures Co. 

148 Walton St., N. W., Atlanta 1, Ga.; Murray 
8-3117; Ted Toddy, pres.; James L. Roberts, 
sls. mgr. 


CREATING IDEAS 


FOR "SELLING" 
COMMERCIALS 
OR FILMING 
YOUR STORY- 
BOARDS 


QUALITY 
PRODUCTION 


REALISTIC PRICES 


Television Screen Productions 


17 East 45th St., N.Y.C.—ph: MU 2-8877 
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A COMPLETE TV TAPE STUDIO 
ON WHEELS!!! 


THE FIRST UNIT ESPECIALLY DESIGNED AND BUILT AS A MOBILE VIDEO 
TAPE UNIT FOR SHOOTING AT ANY LOCATION IN THE EAST 





TERMINI VIDEO TAPE SERVICES, INC. 


TVT'S NEW MOBILE VIDEO TAPE 
UNIT WILL FEATURE: 


THREE camera chain and all Special Effects Matt Amplifier 
RCA Allied Equipment (Telechrome Corporation) 


6 x 8 Telemural Projector Super Universal Zoomar Lens 


For Closed Circuit Sales Ampex Tape Recorder 
Presentations A staff of skilled Engineers 


For full particulars write, wire or phone: 


TERMINI VIDEO TAPE SERVICES, INC. 


1440 BROADWAY, NEW YORK, N. Y. 
PEnnsylvania 6-6323 
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BIG 
THE LEAP 





fv film shows; live commercials; industrial 
shorts; package tv film shows; sound or 
laboratory facilities & services. 


Tomlin Film Productions, Inc. 
480 Lexington Ave., New York 17, N. Y.; 
Yukon 6-5090; Frederick A. Tomlin, pres.; 
Carl A. Tomlin, vp & bus. mgr. 

Producer of industrials and commercials. 





Affiliate: 
Transfilm-Wylde Animation; 35 W. 45th S. 
N. Y. 36; Judson 2:1400; Robert Bean, exer 
producer; Fred Levinson, exec. producer 
Joseph Bernstein, producer-dir.; Beverly 
O'Reilly, assoc. producer, William Hudson, 
dir. 


Triangle Productions 























Town & Country Network, Inc. 
ONCE THERE WAS A 


PERSONABLE YOUNG 
BIRD. HE WAS pres. 
DANDRUFF -FREE, 

BRIGHT OF SMILE 

AND HIS DIGESTION 

WAS GOOD, IT WAS 

FELT HE WAS READY 

FOR HIS OWN 8-SEC. I.D. 


film commercials. 


Transfilm, Inc. 


4000 Albemarle St., N.W., Washington, D. C.; 
Emerson 3-8110; Connie B. Gay, chmn. b. & 


Country & western talent and production of 


35 W. 45th St., N. Y. 36; Judson 2-1400; 
William Miesegaes, pres.; Michael A. Palma, 


TV CARTOON PRODUCTIONS, 


BUT THO HE TRIED & 


TRIED, HE JUST 
COULDN'T DO A 
CUTE BIT, CITE 
FOUR PRODUCT 
ADVANTAGES, 

AND BUTTON WITH 


THE PRODUCT JINGLE 


IN SIX SECS. 
MORAL: ASK’ YOUR 


TV SPOT PRODUCER TO 


TALK TO LAGGARD BIRDS, 
AND GIVE HIM 20 SECS. 


TO TALK ABOUT. 


YU 6-6075 


SAN FRANCISCO 


exec. up; LeRoy Wardwell, sec.-treas.; Rob- 
ert Bergmann, vp tv div.; Thomas Whitesell, 
vp motion-picture prod.; William Burnham, 
vp sls.; Pud Lane, vp sls.: Jack Berch, sr. 
vp, tv div.; George Armondo, acct. exec.; 
Chris Herfel, sr. producer; Andrew Gold, 
James Rose. Robert Melahn, producer-dirs.; 
Joseph Brun, ASC, cinenatog.: Mel London, 
producer, ind. div.; Albert Boyars, public- 
relations dir. 

Live-action, animated, stop-motion films for 
television business and theatrical use; sound 
slidefilms, filmographs and still photography; 
“visual squeeze” for tv; story boards, char- 
acter design and scripts; films for public 
relations, sales training and attitude motiva- 
tion; programs for industry; tv commercials; 
editorial and recording services; publicity 
service for trade and consumer film exploita- 


5746 Sunset Blvd., Hollywood 28, Calif. 
Hollywood 4-7119; LeRoy M. Smith, pres.; 


Robert G. Walker, sec.-treas. 


Tv Art, Inc. 

7 N. 7th St., St. Louis 1, Mo.; Central 1.4575; 
Daniel Bishop, pres.; William Hunn, prod. 
mar. 

Tv film shows; tv film commercials; anima. 
tion, b&w; package tv film shows; tv talent; 
tv scripts. 


Tv Cartoon Productions 

222 Kearny St., San Francisco 8, Calif.; Yu. 
kon 6-6075; Robert L. Hovorka, pres.; Rob- 
ert J. Mills, exec. prod.; Richard Maller 
prod. mgr.; Art Morgan, sls. mgr. 
Animation specialists; industrial, public re. 
lations, entertainment, and educational films: 
television commercials; complete studio fa- 
cilities for the production of animated films 
from story through camera. 


Tv Dept. of National Transit 
Advertising 

120 East 56th St., N. Y. 22; Plaza 1-508; 
Charles M. Amory, pres.; Mary M. Dillon, 
sec. 

Producer of commercials. 


Tv & Motion Picture Productions 











































tion. 





TY SPOTS inc. 
HoLLYWoop 
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117 E. Main St., Richmond 19, Va.; Milton 
3-4444; John C. Wood, pres. 

Animation; laboratory (16mm) facilities and 
services; film spot commercials; industrial 
and educational films; newsreels and special 
events, slides and slide film commercials; re- 
cording facilities, studio facilities for rent, 
complete editing services. 


Tv Spots, Inc. 

1037 N. Cole Ave., Los Angeles 38, Calif; 
Hollywood 5-5171; Shull Bonsall, pres.; Bob 
R. Ganon, vp & gen. mgr.: Samuel Nichol- 
son, vp & creat. dir.; David Hoffman, prod. 
mgr. 

Animated and live action television film com- 
mercials and industrial films; animated enter- 
tainment films for television. 


Branch Offices: 

520 N. Michigan Ave., Chicago 11, Ill; 
Whitehall 4-0196; Robert F. Kemper, mié- 
western sls. mgr. 

8 E. 52nd St., N. Y. 22; Plaza 5-4807; Verne 
Behnke, eastern sls. mgr. 


Richard H. Ullman, Inc. 

295 Delaware Ave., Buffalo 2, N. Y.; Cleve 
land 2066; Richard H. Ullman, pres.; Rich 
ard B. Ullman, vp; Marvin A. Kempner, exec. 
up. 

Animation and live sequences. 

Branch Office: 

2133 N. W. 11th Ave., Miami 37, Fla.; Frank 
lin 4-2655; Robert D. Buchanan, prod. mgr. 


Unifilms, Inc. 

6 E. 46th St, N. Y. 17; Yukon 6-5720; 
Charles E. Gallagher, pres. 

Tv commercials; tv program inserts; tv pub 


lic service material; tv news and feature 
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NEED AN EFFECTIVE 


SALES TOOL? 


New Yerk /60 East 56th Street / I’Laza 8-1405 
‘ “en ~ " Chicago /360 North Michigan Avenue /ANdover 3-7566 
commercial division pictures, inc. Burbank /4440 Lakeside Drive /THornwall 2-7171 
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coverage; tv programs, industrial films. 


United Film & Recording Studios 
301 E. Erie St., Chicago 11, Ill; Superior 
7-9114; William L. Klein, pres. & exec. pro- 
ducer; Jack Major, dir.-film commercial div. ; 
Larry Wellington, creative musical dir.; C. 
Stumpf, midwest sls. dir. 

Creators and producers of motion pictures 
for business & industry, spot announcements 
& musical jingles for radio and television, 
package shows for television. 

Branch Offices: 

17 E. 45th St. N. Y. 17; Oxford 7-0725; 
Herbert Rosen, eastern representative. 
425—13th St., N. W., Washington 4, D. C.; 
Sterling 3-2951; Ken Buchanan, Washington 
representative. 


United States Productions, Inc. 

5 East 57th St., N. Y. 22; Plaza 1-1710; Fran- 
cis C. Thayer, pres.; Thomas H. Wolf, exec. 
vp and treas.; Rene Bras, sec.; John L. 
Thayer, asst sec. 

Producers of industrials, commercials, med- 
ical and theatrical films and programs. 
Branch Offices: 

116 Washington Ave., Albany, N. Y.; Al 3- 
4827; Thomas G. Carroll. 

1714 Hundy, Houston 19, Texas; Ja 2-6544; 
Barbara Attwell. 


UPA Pictures 

4440 Lakeside Dr., Burbank, Calif.; Thorn- 
wall 2-7171; Stephen Bosustow, pres. & exec. 
prod.; Melvin Getzler, vp & treas.: Herbert 





YOUR 
FAMILY 


FIGHT CANCER WITH A 
CHECKUP AND A CHECK! 


AMERICAN 
CANCER 
SOCIETY 
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Klynn, vp, tv commercials ; Maxine Davis, sec. 
Animated tv commercials; all types animated 
films for industry, sales promotion, tv enter- 
tainment and education. 

Branch Offices: 

60 E. 56th St. N. Y, 22: Jack Silverman 
& John McKinney, sls. execs. 

360 N. Michigan Ave., Chicago, Ill.; Jerry 
Abbott, sls. exec. 


Van Praag Productions 

1600 Broadway, N. Y. 19; Plaza 7-2687; 
William Van Praag, pres.; Mare S. Asch, 
eaec. vp; Ralph Porter, dir. of production; 
Hal Persons, a. supervisor; Daniel Karoff, 
prod. mgr.; Oscar Canstein, ch. editor; Rob- 
ert Van Praag, distribution; Anita M. 
Palumbo, bus. mgr.; Lois Gray, acctg 

16mm and 35mm, b&w and volor motion pic- 
tures for commercial, industrial, educational, 
promotional, documentary and _ theatrical 
presentation; slidefilms and distribution. 
Branch Offices: 

2301 Dime Bldg., Detroit 26, Mich., Wood- 
ward 2-4896; Fred F. Frink, gen. mgr. 

3143 Ponce de Leon Blvd., Coral Gables, 
Miami, Fla.; Highland 4-3191; Maurice Van 
Praag, gen. mgr. 

1040 N. Las Palmas Ave., Hollywood 38, 
Calif.; Hollywood 2-1141; Donald G. Kraatz, 


vp. 
201 N. Wells, Chicago 6, Ill.; State 2-0696; 
Jay N. Norman, representative. 


Vavin, Inc. 

134 E. 57th St., N. Y. 22; Murray Hill 8-5897; 
Richard de Rochemont, pres., chmn. of bd.; 
Gerald E. Weiler, exec. vp; Joseph Stultz, 
vp; Ruth Teksmo, sec., ass’t. treas. 
Production filmed tv commercials, industrial 
and public relations films domestically and 
abroad. 


Branch Offices: 

72 Blvd. Raspail, Paris, VI, France; Littre 
99-61; Mme. Yvonne Oberlin, mgr. 

9 Blumenstrasse, Buderich-Dusseldorf, Ger- 
many; Buderich 626; N. Z. Moreno, mgr. 


Versatile Television Productions, 
Inc. 

324 Broadway, Cape Girardeau, Mo.; Edge- 
5-8816 TWX: Cape Girardeau 968: 
Robert O. Hirsch, pres.: Blaine Baker, mgr. 
Live action and animated commercials, syn- 
dicated spots and industrial films. 


water 


Video Crafts, Inc., 
Arthur Rankin Jr. 
(for industry) 

116 E. 30th St., N. Y. 16; Oregon 9-6030; 
Arthur Rankin Jr., pres.; Rene Mechin, s/s. 
mgr.; Peter Turnquist, contact ; Curt Iverson, 
art dir. 

Animation, stop motion puppets, slidefilms; 
motion pictures; tv art. 

Branch Offices: 

1240 27th St., N. W., Washington, D. C.; 
Barbara Freygang. 

13, 2-Chome Higashi Ginza, Chu-Ku, Tokyo, 
Japan, Kizo Nagashima. (Production of ani- 
mated & stop motion puppet films in exclu- 
sive association with Japan Animation Pro- 
ducers Assn.) 


Videotape Productions of New 
York, Inc. . 

205 W. 58th St., New York; Judson 2-3300: 
Howard S. Meighan, pres.; Peter A. Schlen- 
ker, sec.-treas.: Charles Holden, prod. mgr.: 


(for tv) & 
Associates 









Al Wallace, Jim Steen, reps.; Donald R. 
Collins, chief eng.; Craig Hammitt, mer, 
gen. services. 

Television videotape commercials and pro 
ductions. 


Video-View, Inc. 

5746 Sunset Blvd., Hollywood 28, Calif.; He 
3-4179; Bradley Kemp, pres.; Irving Kahn, 
vp. ; 
Recording and commercials. : 
Vision Films, Inc. 
520 Royal St., New Orleans 16, La.; Express 
1191; Donald B. Driscoll, pres.; Reginald Wy 
Smith, vp. 
Industrials ; 


commercials; news films. 


Volcano Productions, Inc. 

1040 NN. Las Palmas, Los Angeles 38, Calif; 
Hollywood 7-3111; James Bank, pres. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; package ty 
film shows. 


VPI Productions 

321 W. 44th St., N. Y. 36: Judson 2-8082: 
Edwin T. Kasper, pres.: Lew Pollack, op 
prod.; George Pollack, vp sls.: Dominick 
Jaskevich, art dir.: Matt McBride, sls. dir.: 
Sheldon Satin, prod. mgr. 

Tv film commercials; industrial films, 
Branch Office: 


360 N. Michigan Ave., Chicago 1, Ill. 


Roger Wade Productions, Inc. 

15 W. 46th St., New York 36; Circle 5-3040; 
Roger Wade, pres.: Bill Buckley, dir.; Donald 
Lothrop, still and creative photography mgr. 
Television commercials, animation and live 
action; complete art, animation, writing, 
editing services; oxberry stand. 


Gene K. Walker Productions 

165 California St., San Francisco 4, Calif; 
Yu 6-2891; Gene K. Walker, pres.; Claire 
McNamara, sec.-treas.: R. F. Scott, produc 
tion supervisor; Roy Grandey, sls. mgr. 
Producer of industrial and educational films 
and public relations films for television. 


Warner Bros. Television 

666 Fifth Ave., N. Y.; Circle 6-1000; Rodney 
Erickson, vp in chg. world wide tv sls.; 
Joseph D. Lamneck, gen. mgr. 

Tv commercials; industrial films; animation; 
21 sound stages; 10 miles of streets and otdr. 
sets: color and b&w film laboratory; casting; 
arts and crafts bldg.; technical dept.; optical 
and special effects; art property dept.; edi- 


torial dept.; mattes; inserts; animation; 
sound; music; location; publicity; stock 
library. 
Studio: 


4000 Warner Blvd., Burbank, Calif.; Holly- 
wood 9-1251: David H. DePatie, vp: Will 
Cowan, exec. producer. 


Washington Video Productions, Inc. 
1637 Wisconsin Ave., N.W., Washington 
6, D. C.; Adams 4-5737; George F. Johnston, 
pres. 

Tv film shows; tv film commercials; educa- 
tional industrial shorts; religious 
films; animation, b&w; animation, color; 
package tv film shows; import film; rent 
studios & facilities. 


Louis Weiss & Co. 
655 N. Fairfax Ave., Los Angeles 36, Calif.; 
Olive 3-5350; Adrian Weiss. 


shorts; 
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How Condor Films “| . We here at Condor use the Ansco 

family of films in all our color productions. 

gets **studio quality” Naturally the workhorse is the unmatched 

Ansco 242. For faithful color reproduction of 

on tough location assignments delicate pastel colors in a film for a paint 
manufacturer, accurate flesh and blood tones 
for medical work, the dramatic color for stu- 
dio sequences . . . all this we sort of take for 
granted with Ansco 242. When lighting con- 
ditions get rough and impossible, Type 232 
and Super Anscochrome colors blend with the 
rest of the footage. When time is short we 
appreciate the fast processing service we re- 
i ceive even though we are 300 miles from the 

: Lab.” (signed) Very truly yours, Dean 

Th SSS Ss as eee as 3 Moore, Production Manager. 





Ansco, Binghamton, N. Y., A Division of 
General Aniline & Film Corporation. 
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Tv film shows; tv film commercials; soundies; 
educational shorts; industrial shorts; re- 
ligious films; package tv film shows; syndi- 
cate tv film; export film; import film. 


Western Cine Productions (Div. 
Western Cine Service, Inc.) 

114 E, 8th Ave., Denver 3, Colo.; Amherst 
6-3601; Herman Urschel, pres.; John Newell, 
vp-production; Mike Cook, vp, sls.; Malcom 
Jesse, exec. vp & treas. 

Production of 16mm, 35mm animated or live 
action tv commercials. Live action and ani- 
mated motion picture production. Complete 
16mm laboratory. Sound recording for tape, 
disc and film. 


Ross Wetzel Studios, Inc. 
615 N. Wabash Ave., Chicago, IIl.; 
7-2755; Ross Wetzel, pres. 

Tv film commercials; animation, 
color; slide film. 


Superior 


b&w and 


Wilding, Inc. 
1345 Argyle St., 
1-8410; 


Chicago 40, IIl.; 
C. H. Bradfield Jr., 


Longbeach 
chmn,. bd.: H. 





Get a bid first from 
WONDERLAND 
PRODUCTIONS 


“Better Films at Better Prices" 











Williams Hanmer, pres.; J. A. Kellock, vp 
& gen. mgr.; J. A. Rheinstrom, vp sls.; 
Jack Lemmon, mgr. eastern tv sls.; Joe Mor- 
ton, gen. mgr. midwestern tv div.; Cliff 
Weake, mgr. midwest sls. 


Branch Offices: 

405 Park Ave., N. Y.; 
Gage, vp eastern sls. 
4925 Cadieux Rd., Detroit, 
2-3940; Dean Coffin, vp. 
1010 Euclid Ave., Cleveland, O.; Tower 1- 
6440; Larry Young, vp. 

617 Vine St., Cincinnati, O.; Garfield 1-0477; 
R. L. McMillan, dist. mgr. 

3 Gateway Center, Pittsburgh, Pa.; 
6240; Karl Kuchenmeister, in chg. 
1821 University Ave., St. Paul, Minn.; 
way 6-1055; Arnold G. Brassett, in chg. 
5981 Venice Blvd., Hollywood, Calif.; 
ster 8-0183; Robert Rosencrans, in chg. 


Plaza 9-0854; Hugh 


Tuxedo 


Mich. ; 


Grant 1- 
Mid- 


Web- 


Willard Pictures, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-0430; 
John M. Squiers Jr., exec. producer; Samuel 
A. Scribner, production mgr.; Lester M. 
Strong, sls. mgr. John Gibson, Washington 
rep. 

Commercials, syndicated spots and industria} 
films. 


Frank Willard Productions 

3223-b Cain’s Hill Pi., N. W., Atlanta 5, Ga.; 
Cedar 7-2282; Frank H. Willard Jr., 0 
Producers of television spot films and in- 
dustrial films in 16mm and 35mm. Facilities 


Television Age 


reaches more 


agency executives 


than any publication 
in the field 
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include sound stage, editing rooms, Il 
nel sound mixing, selsyn interlocked dub 
and projector; music library. 


Aubrey Williams Advertising, 
923 Barracks St., New Orleans 16, La.; 
son 5-2188; Aubrey Williams, pres, 

Tv live programs; tv film shows; live @ 
mercials; tv film commercials; pac 
live shows; package tv film shows; tv sep 


Williams & Hill Ltd. 

4 Albert St., Toronto, Canada; 
1931; Richard H. Hill, vp; 
Drege, vp. 

Tv film commercials; 


Em Dil 
Heinz A. 


import film; slid 


Williams & Meyer Co. 
Prudential Plaza, Chicago 1, Ill; W, 
2-3800; William S. Meyer. 

Slides and balops (telops); slide film 
mercials. 


Winik Films Corp. 
250 W. 57th St., N. Y. 
Leslie Winik, pres.; 
Rosen, sec. 

Produce and distribute filmed tv series; 
duce industrial and documentary films. 
Branch Offices: 

611 N. Tillamook St., 
lantic 4-4255; 
coast. 

20 N. Wacker Drive, 
6-8955; Al Levine, 


19; Circle 6. 
Richard Winik, op; 


Portland, Oregon; # 
Merriman Holtz, s/s. rep, 


Chicago, IIL; 
sls. rep., midwest. 


Raphael G. Wolff Studios, Inc. 7 
1714 N. Wilton Pl., Hollywood 28, 
Hollywood 7-6126. 
Commercials, syndicated 
trials. 


spots and ind 


Wonderland Productions 

7934 Santa Monica Blvd., Hollywood 
Calif.; Oldfield 4-8342; M. L. Bryan, em 
producer. 

Animated and live-action tv film commerei 
color industrial and public-relations mo# 
pictures, films, short subjec 
feature films, 35mm and 16mm. Soundp 
studio, complete equipment, permanent st 
for all phases from script to screen. 
pilots fly location shooting 
where in U. S. 


government 


crews for 


Wondsel, Carlisle and Dunphy, ! 
1600 Broadway, N. Y. 19; Circle 7-10 
Harold E. Wondsel, Robert Carli 


pres.; 





THE ONLY 
GUARANTEED 


FILM SCRATCH 
REMOVAL SERVICE! 


Guaranteed RAPIDWELD process restores used, 
worn film, removes scratches — RAPIDTREAT 
protects new film. 

Add hundreds of showings to any film! Cut costs 
drastically! 

See how Rapid’s unusual low cost saves thousands 
of film dollars for top-name clients — and precious 
hundreds tor smaller accounts. Send for VALU- 
ABLE informative booklet ON FILM CARE. 


“The Film Doctors” 


Rapid FILM TECHNIQUE, INC. 


37-02 27th St., Long Island City 1, N. Y- 
‘New Life od Old Film 
Lone Life For New Film” 






















SHAMPOO... 


IT DOESN’T MATTER! 


WHAT DOES MATTER is the great care re- 
quired to make appear on the television screen 
the inherent appeal of all products. Experience 
is the answer, and television commercials made 
by WILDING TV have unmistakable marks of 
time-honored craftsmanship and real quality. 
E! 

pres used, 

IDTREAT 

Cut costs 


thousands 
d precious 
or VALU- 


1345 argyle street © chicago, illinois 
405 park avenue © new york, new york 
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for a 
TELEVISION AGE is offering. Our exclu- 


sive series of product group success stories 


The case of the 
reluctant advertiser 





Every television salesman has a few pros- 
pects who should be customers but who, for 
one reason or another, won't try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn’t ask 


better convincer than the 


Reader’s Service 


se es 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


one 


Number of copies 


Auto Dealers (66 case histories) 
Bakeries & Bakery Products (12) 
Banks & Savings Institutions (19) 
Beer & Ale (42) 

Candy & Confectionery Stores (16) 
Coffee Distributors (16) 

Cosmetics & Beauty Preparation (29) 
Cough & Cold Remedies (12) 
Dairies & Dairy Products (26) 
Department Stores (37) 

Drugs & Remedies (36) 

Dry Cleaners & Laundries (10) 
Electric Power Companies (16) 
Electrical Appliances (24) 

Farm Implements & Machinery (12) 
Furniture & Home Furnishings (15) 
Gas Companies (11) 

Gasoline & Oil (28) 

Groceries & Supermarkets (23) 
Hardware & Building Supplies (17) 


BORSPR Ob GReerehoaa 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


Number of copies 
Home Building & Real Estate (14) 
Insurance Companies (14) 
Jewelry Stores & Manufacturers (22) 
Men’s Clothing Stores (18) 
Moving & Storage (26) 
Newspapers & Magazines (20) 
Nurseries, Seed & Feed (12) 
Pet Food & Pet Shops (12) 
Pre-fab Housing (10) 
Restaurant & Cafeterias (22) 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) 
Telephone Companies (10) 
Television & Radio Receivers (14) 
Theatres (24) 
Tires & Auto Accessories (12) 
Travel, Hotels & Resorts (15) 
Weight Control (12) 
Women’s Specialty Shops (14) 














Name Position 
Company 

Address 

City Zone State 

0 I enclose payment C) Bill me 


oO Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 





| vp chg. production; Thomas Dunphy, »p ¢ 
| dir. tv; Walter Kullberg, sec.-treas.: Joh 





Affriol, prod. mgr. 
Motion picture production in all phass 
Documentary, training, sls. promotion, publi 
relations and tv commercials. 


Carter Wright Enterprises 
6533 Hollywood Blvd., Hollywood 28 Cai. 
Hollywood 9-0944; Carter Wright, o 
Tv live programs; tv film shows; live op. 
mercials; tv film commercials; music effec: 


Wurtele Film Productions 
P. O. Box 504, Orlando, Fla.; Ga 2075 
Harold S. Wurtele, o. 
Tv film commercials; industrial shorts; souni 
facilities & services. 


Ziv Television Programs, Ine. 
7324 Santa Monica Blvd., Hollywood, Calif. 
Oldfield 4-2800; Maurice Unger, op wey 
coast ope: ations. 
Commercials and syndicated spots; networ 
& syndicated film programs. 


N. J. Zubko Productions 
10626 114 St., Edmoxwton, Allta., Canada; | 
4464; N. J. Zubko, o. 
Tv film commercials; educwtional shoris; ip 
dustrial shorts; newsreels; anizaon, bly! 
animation, color; music effects; sound 
laboratory facilities & services; process 


Seymour Zweibel Productions, 
ll E. 44th St., N. Y. 17; Murray Hill 24 
Seymour Zweibel, pres. 
industrial & educational films (lease q 
toan) ; slides and balops (telops) ; slide fig 
/“ommercials. 





Tv Ambassador 


The Ambassador, an elegant 
gentleman who adds the personal 
touch to WAVY-TV Norfolk-Ports 
mouth’s new client merchandis 
ing service, has proved a te 
mendous success in the Tidewater 
area. 

Dressed for a formal call in 
morning coat, ascot and homburg, 
the Ambassador visits retail 
stores, brokers and executives for 
WAVY-TV’s prime advertisers. Al 
though occasionally the gentle 
man has been met with a recep 
tion less dignified than befits his 
own polished manner, his it 
pression has been lasting, to si 
the least. 

The first product merchandisel 
in this manner was Esquire sho 
polish, a must, naturally, for th 
Ambassador. 

Oh, incidentally, the Ambass 
dor is an attractive 13-year 
boy named Allan Smith. 























WHAT GIVES. YOU A WHOLE STRING OF COMMERCIALS IN ONE DAY? 


‘ 


VIDEO TAPE MADE ONLY BY 3M 





Rehearsal’s over. The talent’s ready. 

The one-minute commercial goes on tape. 

Then—in instants—the commercial’s on the monitor, ready 
for approval. No time lost for processing. And no money 
wasted on expensive editing. Should a re-take be needed, 
another taping’s done in just one minute. 

Best of all, the taped commercial has “live” quality . . . you 
get a wider, truer contrast range and signal detail than has 
been possible by photographic recording . . . involving 
tolerances of three ten-thousandths of an inch. 

Amazing video tape is made only by 3M . . . a product of 
the 3M Research that pioneered magnetic tape. You can rely 
on erasable, re-usable “SCOTCH” BRAND Video Tape. 


JMitanesora Jfinine ann ]fanuracrurine company 
ose WHERE RESEARCH 1S THE KEY TO TOMORROW 
“SCOTCH” and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park 


Ave., New York. Canada: London, Ontario. © 1959 3M Co. 
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WARNER BROS. 


COMMERCIAL FILMS CO. 









The Greatest Worldwide Association 
in Commercial Television 


COMBINED FACILITIES INCLUDE 
26 SOUND STAGES + 10 MILES STREETS AND EXTERIOR SETS * ANIMATION * MUSIC + CASTING + WARDROBE 


VIDEOTAPE +. LOCATION + OPTICAL AND SPECIAL EFFECTS + ARTS AND CRAFTS * 20 CUTTING ROOMS 


N E—E W Y OR K : HOLLYWOOD : cA NA D A 
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(Continued from page 31) 


Fable 


ple might like to see a grade-school 
pageant, but if I give you a long- 
term contract, we ought to be able to 
afford all kinds of programs as well.” 
The Promoter considered the mat- 
ter for a moment. “T’ll do it,” he 
said. “It’s a radical idea in the pay- 
tv field, but it just might work. Offer 
all kinds of programs free to the 
public, then get advertisers to pay 
for them. We just may start a whole 
new thing here—sponsored tv!” 
And so it was. 





Color (Continued from page 29) 


The average four-program, five-city 
rating for NBC in b&w homes was 
16.9, and the share of audience 39.3 
per cent, against 30.4 and 60.3, re- 
spectively, in color homes. The rating 
and share figures for Network B in 
b&w homes were 16.0 and 37.2; in 
color homes they were 10.7 and 21.2. 
For Network C they were 7.2 and 16.7 
for black-and-white, 6.8 and 13.5 for 
color homes. 

Similar patterns again emerged in 
the breakdown of sets-in-use, rating 

















Tape for the Smaller Station 


Efficiency of tape for the station in a smaller market has been proved 
effectively by wrEN Ada, Okla., which has been using its new Ampex 
recorder since April 1. Not only has the station been able to cut its staff 
and overhead costs materially, but it has actually improved the quality 
of its commercials and live programs, according to president and general 
manager Bill Hoover. 

Under the new schedule wTEN is able to operate with only two engi- 
neers on duty every evening after 6 and mornings until 1 p.m. Programs 
and commercials during these periods are all either network, film or tape. 

Weekday afternoons between | and 6 the tape crew, including a direc- 
tor, video man, audio man, floor and camera men, prepares the com- 
mercials and live programs for the period until 1 p.m. the next afternoon. 
Also during this period Monday through Friday tape is prepared for 
the week-end so that a crew of two engineers is all that is necessary at 
the station to keep up the regular programming schedule on Saturday 
and Sunday. 

During the afternoons, when the tapes are being prepared, announce- 
ments and programs are handled in the conventional manner. 

Since all of the programming and announcements are handled during 
the one session, the station is able to take full advantage of the talents 
of its best announcers, cameramen and producers. In a small station, 
where often in the past one announcer has had to handle every assign- 
ment during the period he was on duty, it is possible to use several an- 
nouncers interchangeably. 

After the tape is completed it is re-run immediately, checked for errors 
or bad timing, and any “flubs” are immediately corrected. 

“This double-check makes it possible to eliminate practically all ‘slip- 
ups,” Mr. Hoover points out. “Since we started using tape the final 
product has been more nearly perfect than ever before.” Although very 
little re-running has been necessary, no errors are allowed on the air. 

All of the equipment necessary for the operation is leased from the 
manufacturer. Mr. Hoover estimates that tapes, heads and all necessary 
supplies cost the station about $200 per month. At the same time, the 
consolidation of preparation into one period has made possible impor- 
tant cuts in overhead costs. Under the Ampex plan, after four years of 
renting the equipment it is possible to purchase the video-tape equipment 
for a very nominal sum. 


“There has been no audience reaction to tape because it is next to 
impossible for the viewer to tell the difference from standard program- 
ming,” the station executive points out. 













aeeaneennanens 


and share totals for each program of 
the four covered by the survey. Again 
using averages for all five cities, 
weighted by the number of tv homes, 
the study discloses that The Perry 
Como Show (Saturday, 8-9 p.m.) had 
a 20.3 rating and a 45.4 per cent share 
in black-and-white homes on May 9, 
compared to 34.9 and 68.7, respec- 
tively, in homes with color sets. 

Network B’s totals were: 19.2 rat- 
ing and 43.0 share, b&w; 13.4 rating 
and 26.4 share, color. For Network C 
the figures were: black-and-white 
2.5 and 5.6; color—1.2 and 2.4. Sets 
in use during this particular Como 
outing totaled 44.7 in black-and-white 
homes, 50.8 in color homes. 


Steve Allen Show 


The sets-in-use figure for the next 
show under consideration, the Steve 
Allen stanza from 7:30 to 8:30 p.m. 
on Sunday, May 10, was 33.2 for 
black-and-white homes; in homes 
with tint receivers it was 39.6. Among 
the monochrome coterie the show had 
a 9.8 rating and a 29.5 share-of- 
audience percentage. In the homes 
that watched it in living color the 
rating mark jumped to 17.5 and the 
share of audience to 44.2 per cent. 

Against these figures, Network B 
showed rating and share totals only 
slightly lower in black-and-white 
homes—9.] and 27.4 per cent—but 
considerably under the NBC level in 
the color-set group—4.1 and 10.3. 
Network C topped its two competitors 
where black-and-white was the sole 
factor, snaring a rating of 11.1 and a 
33.4-per-cent share, and outranked 
Network B by a good deal in color 
homes, but fell below the NBC mark 
with a 12.5 and a 31.6 in the latter 
department. 

The most noticeable spread between 
sets in use in color homes and those 
in use in black-and-white homes, in- 
sofar as the four NBC color shows 
under study are concerned, occurred 
during the Dinah Shore 9-10 hour on 
Sunday evening, May 10, when the 
five-market average was 51.2 for tint 
sets and 39.6 for monochrome tubes. 

For the detailed rating-and-share 
breakdown, Miss Shore pulled a 16.2 
rating and 40.9-per-cent audience 
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share in b&w homes, and respective 
figures of 34.7 and 67.8 in color domi- 
ciles. The opposition on Network B 
did almost as well in the black-and- 
white department—15.3 rating, 38.6 
share—but compared woefully when 
it came to the multichrome category 

-9.2 and 18.0, respectively. 

The rating for Network C during 
the same time slot was 6.4, with a 
16.2-per-cent share of the audience, 
in black-and-white homes. The rating 
figure in color residences was virtu- 
ally identical—6.3—and the share-of- 
audience percentage was off somewhat 
at 12.3. 


Sets in use hit their highest figures 
for both color and black-and-white 
homes during The Arthur Murray 
Party at 10-10:30 p.m. on Monday, 
May 11. Among the color contingent, 
sets in use reached a 60.1 total, and 
for black-and-white homes the mark 
was 54.3. Again this figure represents 
the average of the five cities covered 
by the survey. 


Tops Again 
As with the three other programs 
in the NBC study, the ability of color 
shows to rack up substantial ratings 
in homes equipped with multichrome 
receivers was demonstrated again 
with the half-hour session of terpsi- 
chore presided over by dancing mas- 

ter Murray and his wife. 


Received without the rainbow hues 
of its original transmission, the pro- 
gram garnered a rating of 21.1 and a 
38.9-per-cent share of audience in 
black-and-white homes. In those es- 
tablishments where it was received in 
all its tinted glory, the Murray party 
danced its way up to a 34.3 rating 
and snared 57.1 per cent of the audi- 
ence. 


Against it, the competing program 
on Network B was only a point or so 
lower in black-and-white homes, com- 
ing up with a rating of 20.5 and a 
share-of-audience percentage of 37.7. 
Here again, however, this competition 
was far less formidable when it came 
to homes equipped for color recep- 
tion. The best it could achieve with 
color-set owners was a 16.1 rating 
and a 26.8-per-cent share of that 
audience. 
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For Network C the rating in mono- 
chrome residences was 8.6; the share 
of audience came to 15.8 per cent. In 


color homes the rating went down a 
point to 7.6, and the share was off by 
3.2 per cent, dropping to 12.6, 


PERRY COMO 


NBC-TV, Saturday, 8-9 pm 


: NBC-TV Network B Network C Other 
sets in use rating share rating share rating share rating share 
Boston B/W 503 208 414 248 494 35 69 12 93 
C 54.4 352 64.6 17.0 313 22 41 — “a 
Chicago B/W 40.1 15.6 389 178 444 17 42 50 7 
? 47.7 318 66.7 12.2 25.6 10 22 273 
Omaha B/W 43.2 213 49.2 179 415 40 93 - = 
C 50.3 34.9 69.4 13.6 27.0 18 36 — “= 
Milwaukee B/W 513 26.0 506 19.9 388 54 106 — — 
Cc 63.8 48.6 76.1 13.5 21.1 17 28— =— 
Philadelphia B/W 484 28.3 585 18.0 37.1 wk 4.4 — 
Cc 49.2 35.3 71.8 133 27.0 06 12 — _— 
STEVE ALLEN 
NBC.-TV, Sunday, 7:30-8:30 pm 
Boston B/W 381 9.1 23.8 13.3 34.9 15.1 39.7 06 16 
te 48.4 223 46.1 8.0 165 181 374 — — 
Chicago B/W 264 74 282 69 262 5.7 21.7 64 239 
C 34.1 119 348 2.1 6.1 8.8 25.8 113 333 
Omaha B/W 355 75 210 69 193 21.1 59.7 — — 
Cc 45.3 215 474 52 115 186 411 — — 
Milwaukee B/W 294 85 29 39 133 170 S73 — ae 
o 32.4 168 518 3.5 10.7 12.1 375 — — 
Philadelphia B/W 474 17.3 366 140 29.6 16.1 338 — — 
C 48.2 269 558 56 11.7 15.7 325 — — 
DINAH SHORE 
NBC-TV, Sunday 9-10 pm 
Boston B/W 52.3 17.6 33.7 235 449 101 194 11 20 
C 57.4 36.7 639 96 16.7 111 194 — — 
Chicago B/W 346 143 414 13.1 379 42 121 30 86 
C 439 29.1 63 99 225 28 63 25 3m 
Omaha B/W 42.4 20.1 474 10.0 23.7 123 289 — — 
C 61.5 422 68.6 84 13.7 109 17.7 — — 
Milwaukee B/W 39.7 215 542 87 220 95 238 — — 
» 60.0 43.55 725 65 108 100 16.7 — _ 
Philadelphia B/W 40.7 164 403 182 44.8 61 149 — — 
? 575 408 710 86 150 81 140 — —_ 
ARTHUR MURRAY 
NBC-TV, Monday, 10-10:30 pm 
Boston B/W 482 165 342 79 164 23.1 47.9 07 I5 
C 3964 314 532.7 .53 97:25 344 19 32 
Chicago B/W 56.7 21.7 383 23.7 418 33 58 80 I41 
C 686 -3538 .563 210 330 3.) 49 3.7 a 
Omaha B/W 544 19.6 36.0 27.2 500 76 140 — _— 
Cc 545° 309 56.7 202 37.1 34 62 — _ 
Milwaukee B/W 55.5 226 408 263 473 66 119 — = 
C 58.0 38.2 65.8 139 240 59 10.2 — = 
Philadelphia B/W 52.8 23.0 43.55 19.3 365 10.5 20.0 — 
G 54.1 32.0 59.1 129 239 92 170 = —s 
B/W —Black-and-W hite Tv Homes 


Cc Color Tv Homes 
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In the picture 









Charles N. Crittenton (1.) has been elected a 
vice president of Ted Bates & Co., it has been an- 


nounced by agency president Rudolph Montgelas. 
Mr. Crittenton joined Bates in 1956 and became 
account executive and assistant vice president in °58. 
Also elected vice presidents are James H. O'Neil 
(c.), with the agency since 1955 as assistant a.e. and 
assistant vice president since last year. and James 
W. Rayen (r.), who has been an account executive 


with the organization since 1957. 


C. Terence Clyne, senior vice president of McCann-Erickson, Inc., has been elected to 
the agency’s board of directors, it has been announced by Marion Harper Jr., president and 
board chairman. Mr. Clyne joined McCann-Ericksen in 1954 as vice president and manage- 
ment service director in the home office. He served as chairman of the plans review board 
from 1955 to 1958. In 1957 he became vice president in charge of the tv-radio programming 
department and, in the same year, senior vice president. Last year he was assigned responsi- 
bility for tv-radio programming services for all of the agency’s offices. Prior to going with 
McCann, Mr. Clyne was with the now defunct Biow Agency for eight years as vice president 
in charge of tv and radio. A graduate of Amherst in 1928, he is married, has two children, 


lives in New York City and has a summer home on Long Island. 








The appointment of Victor W. Canever as a senior vice president and member of the 
executive committee of D. P. Brother & Co. has been announced by D. P. Brother, president 
of the agency. Mr. Canever, who will serve as supervisor of the AC spark-plug account, 
has been account executive for the past three years. A graduate of the University of 
Michigan in 1939, he followed a career in advertising and allied fields prior to joining 
Brother in May 1952. He was named a vice president of the firm in January 1957. Three 
additional promotions in the AC account group were also announced at the same time by 
the agency. John H. Owen was appointed account creative supervisor with responsibility for 
coordinating all creative services for the group; W. Neil Lawton was named account execu- 


tive in charge of AC advertising, and lan W. Beaton was appointed AC merchandising a.e. 


Edward H. Little, board chairman and president of the Colgate- 
Palmolive Co., has announced the election of John Bricker (1.) 
to the new post of vice president of marketing planning in the 
corporate marketing department, and of Herbert P. Nack (r.) 
as vice president of the newly formed Colgate Pharmaceutical 
Laboratories Division. Mr. Bricker recently joined the firm from 
his position of executive vice president of Outdoor Advertising, 
Inc., and Mr. Nack came to Colgate from Johnson & Johnson, 
with which organization he held the post of director of the pro- 


fessional-products division. 




















Morton Edell, president of Lanolin Plus, has announced the appointment of Charles J. 
Arnold of New York City as vice president and national sales director of the pharmaceu- 
tical company. Mr. Arnold had previously been with the Vick Chemical Co. as assistant to 
the president. A Philadelphian by birth, Mr. Arnold, who is 38 years old, matriculated at 
Temple University, where he majored in accounting and business administration. Upon his 
graduation he enlisted in the U. S. Army, where he served as a master sergeant in the office 
of the Inspector General. Following his discharge, he took a position as east-coast sales 
manager for Hazel Bishop. In 1957 he was appointed national sales manager of Diversified 
Drug Associates of Newark, N. J., remaining with that organization until its merger in May 


1958 with Lanolin Plus. He is married and has three sons. 
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HEAVENS TO BETSY! 





You'll be surprised, too, at the sta- 
tistics on the Rochester, Minnesota 
market. 


You'll be as astounded as | was at | 
the consumer income of $886 million. 


You'll be amazed, as | was, at the 
total retail sales of $723 million. | 
When you take a look at that ARB | 
for Rochester, Minnesota you'll agree | 
with me that it is positively fabulous. | 


i ran my pudgy finger down those | 
interesting ARB figures until | came to | 
the 70% sign-on to sign-off share of 
audience! That's when | let out a hol- 
ler, “Go, Go, GO Rochester, Minne- 
sota. | 


‘ee 
KROC-TV | 


CHANNEL 10 





Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





Since this is the vacation season, 
known to those of us in the television 
industry as Have-Sun-Will-Travel 
time, herewith are some round-the- 
world items concerning tv and kindred 
subjects: 

a . ” 

Moscow: Moscow television is of- 
fering its viewers a learn-it-yourself 
lookski at Western-type dancing. A 
dance-instruction program previously 
devoted to Russian national dances is 
given over on occasion to lessons in 
the trot and similar decadent 


steppes of the Western world. 
* * * 


fox 


Tokyo: If you ever visit a school- 
room in the Japanese capital or, per- 
haps, view an educational tv session, 
here’s what you might see: 

A gymnastics instructor standing in 
front of the class and chanting, “One, 
two, left, right, one, two . . .” And the 
pupils will be working their jaws in 
accordance with the instruction. 

You'd discover that they were chew- 
ing gum as part of a grammar-school 
dental-hygiene exercise. The official 
explanation is that the idea is to help 
the children build jaw muscles. 

So, obviously, they can all grow 
up to be radio announcers. 

* * * 


London: A court here heard the 
plea recently of spiritualist Frank 
Webb for a divorce. It seems that Mr. 
Webb based his suit on the fact that 
“the vibrations were all wrong” in his 
wife’s house and he was not getting 
good spirit reception. 

The court turned down his request 
for a parting of the waves, and Mr. 
Webb will just have to be satisfied 
with his static-quo situation. 

* aa * 

San Diego, Calif.: If you’re hav- 
ing trouble finding a tv repairman 
these balmy vacation days, here 
might be one good, if not efficient, 
reason. 

Norman Viron, a tv repairman, 
and Alfred Clementi, a clothes presser, 
both of San Diego, set sail for Tahiti 
on a rinky-dinky 10-foot raft. Very 
soon their trip was washed up. 


“But we'll try again,” said presser 


Clementi, as they were being towed 
back to port after the raft drifted onto 
one of the Coronado Islands, about 20 
miles offshore. 


Clementi, the bearded, self-styled 


captain, put the blame on his first | 


mate, tv repairman Viron, who was 
making his first ocean voyage. 

“I think we could have cleared the 
island if I had been on the bridge,” 
the presser said somewhat steamily, 
“T never should have given the helm 
to Norm.” 

Why did he? 

“T had to,” the captain said. “I was) 
seasick.” 

* * * 

In addition to this being the season 

for travel, it is also the time for our 








electronic age to do something about § 


the weather so that people can talk 
about it. 

In Marlin, Tex., members of the 
First Presbyterian Church worshipped 
for the first time in their newly air- 
conditioned building. It also includes 
cushioned pews. The sermon: “Don't 
Be Too Comfortable.” 

In Golden, Colo., a local hotel lo- 
cated at the edge of the mountains 
advertised 30 air-conditioned rooms, 
and the ad adds: 

“If you can’t sleep here, it is your 
conscience.” 

* * * 

Something new, something old: 
Once upon a tv executive in an ad 
agency there fell a choice: whether to 
have the old tv set in his office re- 
paired or replaced. He decided on re- 
pairing it and turned over the task to 
his secretary, who was young and 
beautiful. 

The repair man, after looking over 
the situation, realized that to do his 
job right, he’d have to make several 
visits to the office. The secretary 
agreed. He was young and handsome. 

And so one June day, the young, 
handsome tv repairman and the young, 
beautiful secretary were married. The 
tv set worked happily ever after, but 
the tv executive had to get a new sec- 
retary. 
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When KSTP-TV says “go out and buy it”... 


people go out and buy it! 


WOT zee 


ic NBC Affiliate 


NEAPOLIS - ST. PAUL 
he I Ns 0 t. leading Stallion” 


Represented by Edward Petry & Co., Inc. 
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